Featured in this issue: 
Will television 
continue its record 
growth in 1957? 
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WCAU means 


PHILADELPHIA 


response 





This story is directed particularly to those 


who ask, “How much product did it move?” 
WCAU-TV’s “Mister & Missus” team, Joan and 
Gene Crane, in a few weeks increased the 
upholstering department’s work at Gimbels about 
200 per cent! Proof that this outstanding couple 
converts audience appeal to sales appeal. 

So when you think of response, think of WCAU. 


WCAU, WCAU-TYV The Philadelphia Bulletin 
Radio and TV stations. By far Philadelphia’s most 
popular stations. Ask Pulse. Ask ARB. Ask Philadelphians. 
Represented nationally by CBS Spot Sales. 



















‘ This map is charted in 
proportion to the net 
effective buying income for 
the counties included 
in the new KGUL-TV 
coverage crea. 


KGUL-TV’S 


SUPER TOWER 







DELIVERS 4 OF TEXAS 
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KGUL's area coverage (with over 600,000 families) 
encompasses Galveston, Houston and the entire Gulf 
Coast. The buying power of this area represents 25% 
of the total buying power of the whole state of Texas. 


Here is a real Texas-size buy for your advertising 
dollars. 
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KGUL-TV is the only station delivering a primary city 
signal to both Galveston and Houston. 
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Gulf Coast iN 
State of Texas TV Market % N 
Families 2,510,500 611,600 24.36 


Zo 


Effective Buying Income $12,622,592 $3,258,444 25.81 
Source of Figures: Sales Management 
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© Represented Nationally by CBS Television Spot Sales 
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“ALL-IN-ONE” 
PROCESSING 
AMPLIFIER 


SPACE SAVING 
EQUIPMENT 








All-electronic unit provides identical control 
equipment for both liveand film camera chains. 


Only 100 inches of rack space required for 
all equipments necessary to operate camera 
chain. With monitors and processing ampli- 
fier at the console, only 34 of a rack needed 
for efficient complete installation. 


NEW 
POWER 
SUPPLY 


CENTRALIZED 
CONTROLS 


OLOR 


RCA LIVE COLOR CAMERA 


Occupies only 144 space of former d-c power 
supplies . . . high efficiency plus high out- 
put... 1500 ma, 


Minimize setup time...only two controls 
in “on-air” operation. In addition, over-all 
stability, peak camera performance and pic- 
ture quality are assured. 
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means business ! 


STATIONS NOW USING LIVE COLOR 
TO BUILD HIGH SPONSOR INTEREST 


Equipped with RCA Live Color Camera Equipment, alert station managements are trail-blazing 
along the new frontiers of television... adding brilliant dimensions to programming tech- 
niques, transforming commercial products into thrilling reality. These progressive television 
stations are using local color originations to build prestige and stimulate sponsor interest. 





LIVE COLOR STATIONS 















i 
KHQ, Spokane WBAL, Baltimore  WJAC, Johnstown =” | 
KJEO, Fresno WBEN, Buffalo WKY, Okla. City i 4 
KMTV, Omaha WBTV, Charlotte WNBQ, Chicago 
KOMO, Seattle WCBS, New York = WOAI, San Antonio 


| KRCA, Los Angeles | WCCO, Minneapolis WRCA, New York 

| KRON, San Francisco WDSU, New Orleans WSAZ, Huntington 
KTLA, Los Angeles WFBM, Indianapolis WTMJ, Milwaukee 
WBAP, Fort Worth WGN, Chicago WTVJ, Miami 
WFIL, Philadelphia WRCV, Philadelphia WCAU, Philadelphia 
WBRE, Wilkes-Barre KARD, Wichita WGAL, Lancaster 

KCMO, Kansas City WJBK, Detroit KGW, Portland 
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Local studio originations, and live commercials in color are making sponsors sit up and take 
notice. Your station can spark the same type of advertiser interest in production of live color 
with RCA’s color camera equipment! For complete technical information call your RCA 
Broadcast Sales Representative. In Canada write RCA VICTOR Company Limited, Montreal. 





RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 


RADIO CORPORATION of AMERICA 


° BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N. J. 






























This is the Southeastern 
few England merhet sal gio, 700 Homes! 























WJAR-TV Channel 10 


Reaches More of These Homes 
Every Day Than Any Other 


Television Station” 
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PROVIDENCE, RHODE ISLAND 


W FED Television A service of The Outlet Company 
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37 WHAT’S AHEAD FOR TELEVISION? 
All indices seem to point toward a 
steady growth for the medium in °57 
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40 “WHAT ARE PATTERNS FOR?” ul 


Chicago’s ace adman, Earle Ludgin, 
breaks old ones to make new ones 
Memphis Food 
Chain Adds 
d Year 


BIG STAR STORES of Memphis 
and long-time sponsor of Cisco, 
comment on entering 5th year 
of sponsorship: 
“Cisco Kid has shown a 
high rating locally. It has 
brought direct sales re- 
turns for Big Star Stores 
.. + We also sponsor 
Ciscoin Cape Girardeau, 
Mo. The results in this 


44 COFFEE DISTRIBUTORS 
Tv is the basic medium in campaign 
to boost per-capita coffee drinking 


46 OPENING NEW DOORS 
New Terrytoons management effects 
changes in outlook and procedure 





48 SCHOOL FOR SECRETARIES 
Training of “salesmen’s assistants” 
pays off many ways for Petry Co. 


DEPARTMENTS 





13 Pubisher’s Letter 
Report to the readers 


15 Letters to the Editor 


The customers always write 


25 Tele-scope 
What's ahead behind the scenes 


29 Business Barometer 
Measuring the trends 


31 Newsfront 
The way it’s happening 


51 Film Sales 


The most recent contracts 


55 Washington Memo 
Tv and Capitol Hill 


56 On Film 


Suppliers, service news 


59 Spot Report 


Digest of national activity 


68 Network Schedule 
The January line-up 


73 Wall Street Report 
The financial picture 


81 In the Picture 
Portraits of people in the news 


82 In Camera 
The lighter side 








Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


' 
Write New York 
Phone 
s h > 
© “ Chicago 
Wire ¢ 
c Cincinnet 
Collect 
Todoy 


new area are excellent. 
Recently when the Co- 
lumbus, Miss., station 
opened, we started Cisco 
there. Already we see 
sales results . . . Cisco 
Kid has helped all our 
big Star Stores.” 






Hollywood 


Shevtshtore 





















HARRY: 
BERT: 
HARRY: 


BERT: 


HARRY: 


BERT: 
HARRY: 





Greetings to everybody out there in Adver- 
tising Land! 

You may know us... 

May? 

You know us as the Piel Bros. We sell our 
delicious Piel's Beer on television and radio. 
Spot television and radio. 


PIEL’S IS 
SOLD ON SPOT! 


. Yesterday we were nobodies! Today 
we're hotter than hot cakes! 
Yes. You see, our advertising agency, Young 
and Rubicam, Inc. . . . 
A bunch of hep operators! 
. . . decided to create a new personality for 
our fine product. So, they persuaded Bert and 
| to go on Spot television and radio as per- 
sonal salesmen for Piel's Beer. Well, it worked 
out and... 


HARRY: 


BERT: 


HARRY: 
BERT: 


HARRY: 


And today, we can't brew the stuff fast 
enough! Once we talked him into trying our 
suds, John Q. Public flipped! 


Young and Rubicam really utilize Bert and 
myself very well. They use us on Spot televi- 
sion and radio for an awful lot of different 
Piel's sales approaches. 


The boys over there write Harry's stuff. He 
works better with a script. Personally, | ad-lib. 


And not badly, either, boy. 


But to continue our story, Mr. Advertiser, 
Harry and | were faced with a multitude of 
messages to put across our first year on the 
cable. 


But through Spot radio and television, we 
achieved what you might call saturation cov- 
erage quickly and easily. That was because 
we could schedule our messages wherever 
we chose and at times we chose. It works out 
grand. Really. 











BERT: Through Spot, we reached everybody, includ- BERT: I'll remember the kid when raise time rolls 
ing your Aunt Maggie! around. 

HARRY: Yes, all the consumers came to know us well. HARRY: So, fellow friendly advertisers, we sure rec- 
And | guess they like us and our lovely Piel's, ommend Spot. And the stations represented 
because the sales have risen. by NBC Spot Sales certainly play a major 

BERT. Risen? You mean, skyrocketed! role in Y & R's saturation campaign for us. 

BERT: Along with independent stations. And that 

HARRY: Oh, if you people now reading this ad have ; ; 

other network's stations 
the time, I'd like to read a quotation from 
Henry J. Muessen. He's the President and HARRY: Sort 
Chairman of the Board of Piel's. BERT: (CHUCKLES) 
BERT: A big wheel and plenty savvy. 


HARRY: Mr. Muessen says, “There's no doubt that 
Bert and Harry sold themselves. However, 
without Spot's flexibility and great cumulative 
audience, they never would have made the 
grade so fast. They are established salesmen 
and stars in their own right, thanks to Y & R 


SPOT SALES 


REPRESENTS THESE LEADERSHIP STATIONS 





LOUISVILLE—WAVE, WAVE-TV 
CHICAGO—WMAQ, WNBQ 

ST. LOUIS—KSD, KSD-TV 
DENVER—KOA, KOA-TV 
SEATTLE-TACOMA—KOMO, KOMO-TV 
LOS ANGELES—KRCA 


NEW YORK—WRCA, WRCA-TV 
SCHENECTADY-ALBANY- 
TROY—WRGB 
PHILADELPHIA—WRCV, WRCV-TV 
WASHINGTON—WRC, WRC-TV 


and Spot radio and television." 


BERT: Pretty nice of Hank, eh there, Harry? MIAMI—WCKT PORTLAND, ORE.—KPTV 
BUFFALO—WBUF SAN FRANCISCO—KNBC 
HARRY: Indeed. CLEVELAND—WHK HONOLULU—KGU, KONA-TV 





Left to right 

Stephen J. Schmidt, 
Director of Advertising, 
Piel Bros.; 

Archie Ignatow, 
General Sc!es Manager, 
Piel Bros.; 

Thomas P. Hawkes, 

Vice President and 
Director of Marketing, 
Piel Bros.; 

Henry J. Muessen, President 
and Chairman of the Board, 
Piel Bros. 

Next to Harry Piel 
Bernard Pagenstecher, 
Vice President and 
Account Supervisor. 
Young & Rubicam; 
Joseph C. Elliff, 
Contact Man, 

Young & Rubicam; 

Dick Bergh, TV Sales 
Representative, 

NBC Spot Sales. 
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WHIO-TV-- 
Now With 


FourP 


Place (market-type): : 
Three states, 41 ; 








counties, 747,640 TV - Power: Maximum, with 
homes. Retail sales : 1104 ft. tower makes 
/ (Sales Management)\— ; us Number 1 station 
e ! $3,361,973,000. t in area. 


Check your schedules for a place 
for WHIO-TV, now fortified with 
the secret additive FourP. 
Independent scientific research 
laboratories attest that FourP 
sells much more than. See 
scientific breakdown (right). 


Plaque: As evidence 
of our merchandising 
muscle, Wiedemann 
Brewing Co., a very 
big beer in this mar- 
ket, actually awarded 
us their plaque for 
“Outstanding Mer- 
chandising Service!” 
Nice! 


Pace: WHIO-TV shows 
set the hottest pace 
around. Pulse consist- - 
ently rates us with 13, 
14 andeven 15 ofthe : 
top 15 weekly shows. ; 





Add these four items up and you get FourP, and National 
FourPster George P. Hollingbery will add it up or break 
it down for you at the sound of the bell. Just ask him. 


One of America’s 
CHANNEL #@ DAYTON, OHIO great area stations 
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in Uncle Mike's CHILDREN’S THEATER 


Children in Western New York are no different than tykes in 


Toledo or kids in Kansas City. They love a good cartoon show 


. a perky puppet... 


fantasy. 


and an adult adroit at weaving delightful 


“Live” and likeable, Uncle Mike Mearian and his puppet-pal 


Buttons have developed this formula of fun that has won a large 


and loyal audience of youngsters who influence parent purchases. 


If you want to make your mark in New York State's second 


largest market take your place with your product upstage in 


Children’s Theater. 


locally produced children’s show . . 
market as does WBEN-TV. 


No other area station boasts so popular a 


- no other station covers the 


Ask Harrington, Righter and Parsons, ovr national representatives, for 


complete information on spots and participations, or call us direct. 


WBEN-TV 


CBS IN BUFFALO 


your doliars count 
for more ... on ch. 
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THE TIMEBUYER ASKS... 





‘Can KTRK-TV handle live production?” 





A GOOD QUESTION that every smart timebuyer 
must cover on every station he buys. He knows 
that an accurate measure of a station’s general 


effectiveness lies in its “production reliability.” 


Benton & Bowles timebuyer Michael Donovan, 


right, gets the KTRK-TV story from Jack Peterson 


of the George P. Hollingbery Company. 
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The big studios with “flying sets” spaced progressively 
in the production time schedule are a model of 
smooth efficiency, and the public knows they are 
watching the best when they see the friendly family 
station man put the smile into his “sell.” Complete 
“production reliability” helps to make KTRK-TV 
the best television buy in Houston. 


KTRK-TV production has handled everything from live 
local spots to the origination of the Lawrence Welk show 
for the ABC network. A six camera station with a staff 
that knows how to use them, KTRK-TV offers the finest 
facilities and smart, alert technicians and talent—just the 
right combination of experienced “old pros” and well- 
trained, eager, imaginative youngsters. 





KTRK-TYV THE CHRONICLE STATION, CHANNEL 13, P. O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 





HOUSTON CONSOLIDATED TELEVISION CO. 
e General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 


NATIONAL REPRESENTATIVES: 
GEO. P. HOLLINGBERY COMPANY, 500 Fifth Avenue, New York 36, New York 
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Letter from the Publisher 


Season’s Programming 


It has been quite fashionable these past few months among 
several columnists and others who feel that their function is to 
be provocative to berate the season’s programming on tv. Adjectives 
such as “mediocre,” “disappointing,” “unimaginative” have be- 
come part of the standard and persistent lexicon of several of the 
self-appointed Boswells of the tv scene. This is not to say that 
there is no room for criticism, but the areas of programming are 
so volatile and so hypersensitive to public reaction that tv reviews 
must be assessed on the basis of the subjective reaction of the 
reviewer. Certainly it has been demonstrated time and again that 
a program review has little or no effect on the reaction of the 
viewing public. Often it has a more pointed reaction on the pro- 
gram producers and top network brass. A bad - how needs no 
apologies, but a sweeping condemnation of television on the basis 
of the fall and winter programming season is simply not justified 
by the facts. Here are some of the trends by which the season can 
be assessed: 

1. The Nielson set-usage for homes using television is up for 
the months of October and November over last year. 

2. Many of the established shows are doing considerably better 
this year than last. These include such programs as Cheyenne, Phil 
Silvers, Father Knows Best, Jackie Gleason, G.E. Theatre, Life of 
Riley, Lawrence Welk and many others. 

3. There is probably no other communication force in which 
public reaction is as instantaneous as it is in tv. Private network 
studies have revealed that a show will hit its plateau within three 
or four weeks after its premiere. There are very few exceptions to 
this axiom. This means that in the experimentation that goes on 
continually there are more strike-outs each season and at the 
same time more solid hits. 

But the conclusion is inescapable. Whether it be the legitimate 
theatre, motion pictures, tv or radio—the public is the final judge. 
On that basis, one must conclude that tv is better than ever. 


Annual News Issue 


Our next issue, which will be out January 28th, will be devoted 
primarily to tv news and news coverage. Stations have greatly 
expanded their news staffs and equipment during the past year and 
are doing a better job, particularly on local and regional news 
stories. Today nearly every television station is equipped not only 
to televise important events live, but has anywhere from one to a 
dozen reporter-cameramen assigned to report news events at any 
time of the day or night within the coverage area of the station. 

The January 28th issue will include a complete list of news 
directors and editors. It will recap what stations are doing with 
outlines of news programs on a hundred commercial tv stations. 
Such a recap will, we feel, be extremely helpful to advertisers 
and agencies interested in news sponsorship. It will also be a guide 
to other stations which are interested in what their fellow tele- 
casters are doing in the news field. 


Cordially, 


Ly. Haul 








it pays to 
sell these 
989 605 
families 


WGAL-TV 


Lancaster, Penna. 
NBC and CBS 
AMERICA’S 10th TV MARKET 


¢ 917,320 TV sets 
¢ 989,605 families 






¢ 3% million people 


* $5% billion 


annual income 


¢ $3% billion 


retail sales 


















Channel 8 Multi-City Market 
Harrisburg Reading 

York Lebanon 

4 Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 

mm Waynesboro Mount Carmel 
me Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 






316,000 WATTS 


STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 


Representative 


the MEEKER company, inc. 


New York Los Angeles 
Chicago San Francisco 
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KRON ‘TV 








San Franciscaws a2 sold on KRON-7TV 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 
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444 Madison Avenue, New York 22 


Cunningham & Walsh 
The article was superb, and we all 
appreciate it very much. 
Joun P. CUNNINGHAM 
President 
Cunningham & Walsh 
New York City 


. .. I think you are to be congratu- 
lated for an excellent article. 

Joun S. WILLIAMS 

Senior Vice President 

Cunningham & Walsh 

New York City 


It is an excellent piece on Cunning- 
ham & Walsh, and we certainly appre- 
ciate it. 

Wittiam W. MULVEY 
Senior Vice President 
Cunningham & Walsh 

New York City 


Plymouth Campaign 

I read with great interest the lead 
article in your TELEVISION AGE Spot 
Report, carried in the December 3rd 


issue. | was pleased to note that many 
of the timebuyers you surveyed evi- 
dently looked with favor upon our 
handling of the Plymouth dealer an- 
nouncement campaign. At the same 
time, I was somewhat dismayed to 
read your responses from certain of 
the representatives. Accordingly, I 
would like to state that this campaign 
was quite successful, and we had fine 
cooperation from both the stations 
concerned and the representatives call- 
ing on this agency. I further agree that 
this procedure certainly should not be 
followed as a regular practice and of 
course is not done in this agency. 
Also, it should be emphasized that on 
the regular year-round campaign for 
Plymouth, we follow the normal estab- 

lished practices of buying. 
Incidentally, before we went into 
this campaign, we invited all the radio 
and television representatives to meet- 
ings held here at the agency on two 
successive days (radio one day and 
television the next). At these meetings, 
we outlined our objectives and re- 
sponsibilities in buying for this cam- 
paign, proposed to them how we hoped 
to solve the problems so as to do the 
best possible job for the client. We 
indicated that a letter of instructions 
would accompany each order spelling 
out the required time periods, budget, 
etc. In this way we were able to ex- 
ercise control of the buys. The repre- 
sentatives were given an opportunity to 
(Continued on page 17) 
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Yearbook: 


+ a ee Ber Zone... 





Please enter my subscription for TELEVISION AGE and the 1957 


(_] one year 
[_] two years $12.00 


444 Madison Avenue 
New York 22, N.Y. 


$7.00 

















BUSINESS! 


Smokestacks have always been 
a symbol of activity in our Ohio 
River Valley. They came to us 
first aboard the picturesque 
sternwheelers that opened this 
region to phenomenal growth. 
They stayed to multiply and mul- 
tiply above busy mills and fac- 
tories whose industrial worth to- 
day — in the Huntington- 
Charleston heart alone — ex- 
ceeds one billion dollars! 

Nowhere in America is there 
such a panorama of business un- 
der full steam as in the 100-plus 
counties served by the four-state 
span of WSAZ-TV. Here live 
nearly a million families with an- 
nual buying power close to four 
billion dollars —a symbol of 
booming productivity making 
this America’s 23rd TV market. 
Your advertising cuts a smart 
bow wave when you consign it 
to WSAZ-TV, only TV station 
covering the whole area. Any 
Katz office can write the ticket. 





Represented by The Katz Agency 
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YOU MIGHT THROW THE DISCUS 194'2**= 


BUT... you neep wkzo-tv 
TO BE CHAMP IN 


NIELSEN NCS NO. 2 KALAMAZOO-GRAND RAPIDS! 


NOVEMBER, 1956 Here’s proof that WKZO-TV is the top buy in one of 


America’s top-20 television markets. November, 1956 








DAYTIME NIGHTTIME Nielsen figures, left, show that WKZO-TV gets 44% 

more viewers daytime, and 36% more nighttime, than 

We BE gees nants eae the second station. In fact, WKZO-TV delivers more 

Station TV Homes} NCS NCS NCS NCS viewers nighttime DAILY than the second station de- 
In Area Cire. Cire. Circ. Circ. livers MONTHLY, day AND night! 








WKZO-TV is the Official Basic CBS Television Out- 
let for Kalamazoo-Grand Rapids and Greater Western 
station 8 | 512,980 | 310,720 | 203,170 | 348,140 | 278,660 Michigan. It serves over 600,000 television families in 
29 Western Michigan and Northern Indiana counties. 


WKZO-TV 633,120 421,820 292,720 464,530 378,080 


























100,000 WATTS e CHANNEL 3 @ 1000’ TOWER 


G . 
She Fel yer Hations 
WKZO.TV — GRAND RAPIDS-KALAMAZOO ads 
WKZO RADIO — KALAMAZOO.BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
W4AJEF-FmM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 


WMBD RADION PEORIA, ILLINOIS Kalamazoo-Grand Rapids and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


*Fortune Gordien set this world’s record in Pasadena, California, on August 22, 1953 
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Letters 


(Continued from page 15) 


comment on our preposal and to make 
suggestions . . . they generally agreed 
that this was a good way to handle 
this particular campaign. They all 
seemed to appreciate our advising 
them of the method we intended to 
follow, and, subsequently, many of 
them commented that everything went 
very well. 

We of course do not know whether 
we will follow this same procedure 
next year, but depending on circum- 
stances, we certainly will consider do- 
ing so. 

Georce M. McCoy 
Vanager, Broadcast Media 
N. W. Ayer & Son 

New York City 


Profitable Source 

I sincerely enjoy your publication 
and find it a most profitable source 
of information on the use of television 

as an advertising medium. 
Epwarp C. Jones 
Radio and Tv Directcr 
Barlow Advertising Agency 
Syracuse, N. Y. 


Comments on Index 

I read with a great deal of interest 
the story, “How Did It Go,” in the 
December 3rd Tv AGE. We are cer- 
tainly pleased with your comments. To 
date, we have received a number of 
inquiries in regard to the “Index of 

Advertising Effectiveness.” . . . 
Joun J. Laux 
Executive Vice President and 
General Manager 
wstv-Tv Steubenville, Ohio 


Decided on TV AGE 

We recently subscribed to TELEVI- 
SION AGE, receiving as our first issue 
the October 22nd issue. We decided 
upon TELEVISION AGE after checking 

other publications in the field. . . . 
GEORGE SCHOTT 
Manager of Public Information 
Merck, Sharp & Dohme 
Philadelphia 


Throughout the World 

. we have included TELEVISION 
AGE . . . in our commercial library, 
which was displayed throughout the 


world in all Trade Information Cen- 
ters at the International Trade Fairs. 
We shall send you in the near future 
a progress report of its role in these 
Trade Promotion Programs. 

Plans are now in the formative 
stage for more visits by Trade Mis- 
sions of U. S. businessmen and more 
display of business publications at 
Trade Information Centers in the near 
future. We would like very much to 
have your continuing participation in 
these exhibits, if at all possible. We 


could use 30 copies of your publica- 
tion this time. 

E. Paut Hawk 

Director 

Trade Missions Program 

Office of Trade Promotion 

U. S. Department of Commerce 

Washington, D. C. 


Reprints 

Please send me ten reprints of the 
that 
(Continued on page 18) 


article, “Movies on Television,” 





watts. 


MAXIMUM POWER 


WIBW-TV is now operating on the top limits of 
power allowed by the FCC—a smashing 316,000 


MAXIMUM HEIGHT 


Already WIBW-TV’s antenna is at its limit of 
height—1010 feet above the rolling Kansas prairie. 

















TV homes. 


for WIBW-TV. 


TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 


WIBW & WIBW-TYV in Topeka 
KCKN in Kansas City 


| Rep. Capper Publications, inc. 
CBS ABC 





WIBW-TV absolutely dominates 20 Kansas Coun- 
ties. We lay down a clear picture far beyond Kansas 
City and St. Joseph, Mo., into a total of 556,393 
Check the new A.R.B. for the 
TopekAREA. See the across-the-board preference 





aby) 


SEE YOUR CAPPER MAN 
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THE “ THIRD FORCE”’ 


is FIRST in Northeastern Pennsylvania! 


ARB proves WILK-TV your Best Buy tor PRIME TIME in the im- 
portant Northeastern Pennsylvania Television Market. 


WILK-TV has more first place quarter hours Sunday through Sat- 
urday, from 5 P.M to 11 P.M., than any of the other Network 
Stations in the area. 


Here are the facts: 
FIRST PLACE QUARTER HOURS 


WILK-TV 66 


STATION “B” 57 
STATION “C” 46 
STATION “D” 3 


Here’s the box score on first place quarter-hours in the PRIME 
TIME period from 5 P.M. to 11 P.M., Monday through Friday. 





MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY 
WILK-TV 12 14 12 7 11 
STATION “B’) 6S ae 
anc! <4 +2 | | «13. 
STATION “b"| 0 | 0 | 0 | 0 | 1 











xk POWER... 


WILK-TV speaks with one and one half million watts of 
Power—more than any other TV station in the world—Here 
is the Impact you need for a complete job. From Reading 
to New York State—from Lock Haven to New Jersey. The 
FIRST Station is WILK-TV. 


For the BEST coverage in PRIME TIME—you NEED WILK-TV! 
GET THE FACTS! 





AVERY NODE, 1 rit fr 
ee YY (AS 


SCRANTON 
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Letters 


appeared in TELEVISION AGE in the 
June 1956 issue. 

Duncan MILLER 

Publicity-Promotion Manager 

wttc Washington, D. C. 


We would greatly appreciate .. . 
the published results of a survey taken 
by the Institute for Motivational Re- 
search, Inc., and published in TELE- 
VISION AGE in October 1955. We were 
greatly interested in strengthening our 
sales department and from what I saw 
of a copy of said results we should 
have them. 

C. H. MILLER 
Sales Department 
KNAC-TV Fort Smith, Ark. 


Note: Reprints of the article have been 
forwarded to Mr. Miller. 


Product Group Series 


This series on product group suc- 
cess stories has been a particularly 
good one. Number 18 in the series, 
I believe, had to do with electric com- 
panies, and it was most helpful in 
reassuring our local outfit as to the 
wisdom of their television expenditure. 

Ricwarp A. BorEL 
Director of Television 
wBNs-Tv Columbus 


Please send 40 reprints of the prod- 
uct group success stories on “Banks 
and Savings Institutions.” 

JANET-GEDDES HALLOCK 
Van der Boom, Hunt, 
McNaughton, Inc. 

Los Angeles 


We wish to order 50 reprints of the 
“Gas Companies” article. 

W. S. Roserts 

W.S. Roberts Inc. 

Philadelphia, Pa. 


Kindly send me copies of the fol- 
lowing articles: “Grocery Stores and 
Supermarkets,” “Bakeries” and “Dai- 
ries and Dairy Products.” 

DANIEL CAUST 
Dairy Food Market Specialist 
Lily-Tulip Cup Corporation 


Note: For order blank on any of the product 
group success story series see page 80. 
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AGAIN IN 


The Finest In TV Film Shows From \ 





ROSEMARY CLOONEY 





IF YOU HAD A MILLION 


32.4 national Nielsen average rating for 19 months 
on the CBS Network (as The Millionaire) . . . and just 
made available for local sponsorship! Features Mar- 
vin Miller. 39 half hours 


MAN BEHIND THE BADGE 












Brian Keith 


CRUSADER 


Overseas intrigue and suspense in tune with today’s 
gripping headlines. Direct to you after 65 smash net- 
work weeks for Camels and Colgate. 52 half hours 





SECRET JOURNAL 


Thomas Mitchell 


MAYOR OF THE TOWN 


The most famous radio dramatic serial continues its 
fabulous success on television ! Huge ready-made audi- 
ence assures maximum impact in your market. 






39 half hours 
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YOUR PRODUCT 
YOUR MARKET 























~ YOUR BUDGET 














GUY LOMBARDO 


and his Royal Canadians 


“The sweetest music this side of heaven.”” Smash rat- 
ings even against top competition. Leading film show 
in New York month after sensational month. All this 
plus famous guest stars! 78 half hours 


Famous Hollywood Stars 


FAMOUS PLAYHOUSE 


An absolute gold mine of star-studded comedy, mys- 
tery, adventure, romance. Build your own show, your 
own mood, your own title! (New films added yearly) 

300 half hours 


Adventures of 


KIT CARSON 


After four tremendous years for Coca-Cola, still the 
#1 Western of all Westerns! Powerful new merchan- 






HEART OF THE CITY 


dising campaign available! Stars Bill Williams. 
104 half hours 






HEADLINE 


sh rat- 
1 show 
ll this 
hours 





RAY MILLAND 


Nielsen says comedy is your best buy. Here’s the out- 
standing comedy series in syndication, paced by an 
Academy Award star. Tremendous two-year selling 
record for GE! 76 half hours 





FEDERAL MEN 


still the 
erchan- 
ms. 

f hours 








Preston Foster 


WATERFRONT 


The all-time all-family dramatic hit that is literally 
“money in the bank” for every sponsor. Ask for the 
rating track record, which is making history. 

78 half hours 


THE LONE WOLF 


CITY DETECTIVE 


Spellbinding series of metropolitan mystery and 
adventure, starring Rod Cameron. Champion track 
record, solid sales results everywhere! 65 half hours 








Strip for 
tisers who 
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PLAYHOUSE °15” 


Western Features starring 


GENE AUTRY 


rip for action (and bevies of national spot adver- 
sers who really go for that low cost per thousand!) 
56 hour-long features 





BIFF BAKER, U.S.A. - 


local & regior 


STA 


starring 


GREATEST 
SOLD IN 8 


location with 
forcement ag: 
ginia City, L: 
for thrilling 
Brewing sna 
lease! What’s 





ce | 
2a 


hn et 
ie 


1 in the big 1957 parade of new MCA releases for 
& regional advertisers ... 


ATE TROOPER 


wring Rod Cameron 


ATEST ACTION SERIES EVER MADE... 
D IN 80 MARKETS BEFORE RELEASE! 


ill new half-hour action-packed programs filmed on 
tion with the full cooperation of Nevada’s law en- 
ement agencies. Vivid scenes of Mojave desert, Vir- 
a City, Lake Tahoe, Reno, Las Vegas offer backdrop 
thrilling adventures. So good a show that Falstaff 
wing snapped it up in 72 markets even before re- 
e! What’s your market? 
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Few New Programs “Hot” Properties 

Pilot projectors will be churning overtime at the net- 
works in coming weeks as programming moguls bend 
efforts to make the new year a brighter one. Dearth of 
hot properties in the season that started last fall is re- 
flected in American Research Bureau’s year-end ratings. 
Oui of the top 25 shows for 1956, only one new entry 
landed a berth. That was the Thursday night Tennessee 
Ernie Ford Show, which ranked 21st with an average 
3).5 rating. The number-one show in 1955 was the 
$64,000 Question, which premiered that fall and which 
held fairly firm in the number-three spot in °56. Viewers 
settled into established patterns and returned / Love Lucy 
to top rank. In third spot in °55, she picked up an addi- 
tional 6,210,000 fans last year, according to ARB. There 
were. incidentally. two drop-outs. George Gobel, number 
seven in “55. and Godfrey's Talent Scouts, number ten, 
both plunged out of the top 25. Ed Sullivan held fast in 
second place. Groucho Marx was fourth again. Perry 
Como jumped from nine to five, Jack Benny dipped from 
six to seven. Disneyland from five to nine, I’ve Got a 
Secret from eight to ten. Alfred Hitchcock Presents came 
from out of nowhere into eighth place. 


Multi-Million Audience 

But while the season’s new video may not sparkle, it 
seems at least sustantial. ARB has also assessed the 
December °56 pull of 23 shows that premiered last fall. 
The foremost had an audience of close to 26 million 
during the December rating week (Ernie Ford). The 
hindmost drew (77th 
Bengal Lancers). Even the latter figure is about three 
times (in one week) the circulation of a late fortnightly 


more than 12 million viewers 


general magazine. 


Roberts in 123 Markets 

Healing Waters, Inc., is presenting the weekly half-hour 
film show with Oral Roberts in 123 markets. Most of 
these placements began in February 1955, and this Feb- 
ruary will begin their third year on the air. The show is 
set to run through the year in all 123 markets. C. L. 
Miller Co., New York, is the agency; Rita Driscoll is the 
timebuyer. 


Few Tv Stocks Sold Short 


The number of tv stocks “sold short” in the latest 
Wall Street report is very low. Only two predominantly 
tv stocks were listed, and only three others with partial 
tv interest were carried. Philco Corp. stock short sales 
increased to 5,569 from 3,870. Radio Corp. of America’s 
stock dropped in short selling. Sylvania, General Electric 
and Westinghouse had moderate changes in the short 
selling but no significant amounts were involved. 


Spot Campaign for Mystik 

Mystik Adhesive Products is giving a lot of thought 
to a spot tv campaign in which it will use ID’s only in 
50 top markets. Decision is expected soon. George H. 
Hartman Co., Chicago, is the agency, Virginia Caldwell 
the timebuyer. 


McKeever Coordinates Spot 


Dick McKeever, who for the past couple of years has 
been handling network spot buying at BBDO, has been 
made manager of broadcast operations. In this new 
capacity he will be coordinating all of the spot buying 
at the agency. 


Bowling Shirt Test Shortly 


Nat-Nast, Inc., maker of a bowling shirt, is to run 
a test in Madison, Wis., very. shortly. This test will get 
under way despite the fact that, as a spokesman told 
TELEVISION AGE, “this is supposed to be the season you don’t 
sell bowling shirts. But we’re doing it to see how strong 
a medium tv really is. If it goes well, and we believe it 
will, the company is going to be doing a lot of spot tv.” 
Lewin, Williams & Saylor, Inc., New York, is the agency; 
Norman Baer, tv-radio director, is the contact. 


Changing Tube Prices 

Picture tubes are getting cheaper, while television re- 
ceiving tubes have become more expensive than a year 
ago, if one is to go by cumulative figures just released 
by the Radio-Electronics-Television Manufacturers Asso- 
ciation. Receiving-tube sales in the first ten months of 
1956 totaled 390,357,000, less than the 395,787,000 units 
sold in the same period in 1955. But the value of these 
tubes in 1956, $313 million, was considerably higher than 
the $293-million value of the larger number of tubes re- 
ported a year earlier. Some 9,233,780 picture tubes were 
sold during the first ten months of this year and valued at 
$167 million, as compared with 8,905,771 tubes valued at 
$171 million sold in the same period a year ago. RETMA 
does not reveal how many of either type of tube are used 
in color receivers. 


New Markets for NTA Package 

Most recent additions to the list of stations buying the 
National Telefilm Associates, Inc., Rocket 86 package, 
which includes 78 of the latest features from the 20th 
Century-Fox library are: WBEN-TV Buffalo, wBNns-Tv Co- 
lumbus, O., KJEO Fresno, WKNB-TV Hartford, WHTN-TV 
Huntington, KTvH-Tv Hutchinson, wMct Memphis, wrvt 
Miami, wTvH-Tv Peoria, wcau-Tv Philadelphia, wJaR-TV 
Providence, wRAL-Tv Raleigh, KFsp-Tv San Diego, west- 
Tv Scranton, KHQ-Tv Spokane and KTNT-TvV Tacoma. 
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WH | fh L YB J R D S$ Fasten your seat belts! The new adventure series, 

“‘Whirlybirds,” is off to the fastest take-off in all 
television: 85 markets sold after only 6 weeks on the market! Advertisers like Continental Oil 
(47 markets), Laura Scudder Foods (16 markets), Nabisco (8 markets) are set for immediate 
start. “‘Whirlybirds”’ is the dramatic story of aviation’s most amazing aircraft —’copters -—and 
of the men who fly them. Now available: 39 adventure-packed half-hours, produced for CBS 
Television Film Sales by Desilu Productions, creators of some of television’s biggest hits. High- 
flying “‘Whirlybirds” will bring in solid sales returns. Act fast for the best choice of remaining 
markets. For a briefing, contact CBS Television Film Sales, Inc.—New York, Chicago, Boston, 
Los Angeles, Detroit, San Francisco, St. Louis, Dallas, Atlanta. In Canada: S. W. Caldwell, Ltd. 








CBS 
TELEVISIC 
FILM 
SALES, INC. 








The 
Golden 
Buy-Angle 











KDKA-TV’s clear, channel-2 
picture carries a powerful 
sales story into three states. 
The cream of net-work and 
regional talent makes KDKA-TV 
the “most-watched” station in 
an area populated by over 
four and a half million people, 
which means... 


To check sales results call any of 
KDKA-TV’s hundreds of pleased 
advertisers. For information about 

them, and about KDKA-TV’s 
availabilities, call John Stilli, 

Sales Manager, at EXpress 1-3000, 
Pittsburgh, or A. W. “Bink” Dannen- 
baum, WBC Vice President—Sales, 

1.2 million television homes MUrray Hill 7-0808, New York. 
$6.9 billion effective buying income 
$4.5 billion total retail sales 

$1.6 billion food sales 

$1.3 million drug sales 

$8.3 million automotive sales 

$1.8 million gross farm income 





WESTINGHOUSE BROADCASTING COMPANY, INC. 
RADIO—BOSTON, WBZ+WBZA; PITTSBURGH, KDKA; CLEVELAND, KYW; FORT WAYNE, WOWO; 
CHICAGO, WIND; PORTLAND, KEX .. . TELEVISION—BOSTON, WBZ-TV: 

PITTSBURGH, KDKA-TV; CLEVELAND, KYW-TV; SAN FRANCISCO, KPIX 

WIND REPRESENTED BY A M RADIO SALES 

KPIX REPRESENTED BY THE KATZ AGENCY, INC. 

ALL OTHER WBC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOODWARD, INC. 
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Business barometer 





National spot_took its customary tremendous surge in October, a TELEVISION AGE 
check of business throughout the nation shows, 





The exclusive Business Barometer report of month-to-month billings indicates 
that the gain in national spot for October over September was 22 per 
cent. 





In 1955 the gain for the same period was 27.7 per cent and in 1954 27.8 per 
cent. These comparative gains are effectively illustrated on the chart. 





A survey of the six-month period ending in October for the three years furnishes 
Some interesting comparisons. 





In 1956 national spot was up in May 4.9 per cent, off in June 9.4 per cent, 
down in July 13.2 per cent and again in 
August 2.5 per cent. It turned upward in 
September 16.6 per cent and again in SPOT BUSINESS 
October 22 per cent. 





| 
Adding these percentages, one arrives at a plus 
18.6 per cent figure for the six-month 
period. 








In 1955 spot was up in May 3.8 per cent, off in 
June 6.9 per cent, down in July 5.5 per 
cent, but up in August 2.4 per cent. In 
September the gain was 16.2 per cent and in 
October 27.7 per cent. 








1956 
The cumulative total for these percentages is 37.7 
per cent for the 1955 half year. 





In 1954 spot was up in May 6.7 per cent, down in 
June 5.2 per cent, again in July 9.3 per ( 
cent and still more in August 3.4 per cent. . 
It turned upward 9 per cent in September = 
and 27.8 per cent in October. ; 








These percentages add up to 25.6 per cent for the 
1954 period. 





1955 





It would seem then that 1956, with a cumulative 
18.6 per cent gain, showed less strength in 
Spot over the summer period and into the 
fall than either of the two previous years. _ 
In 1955 spot had its best year with a gain ; 
of 37.7 per cent and in 1954 a somewhat 


less successful year with 25.6 per cent. 1954 + 











However, it is true that the base for 1956, to Tt 
which the month-to-month percentage gains 
are compared, was much higher than it was 
in previous years. Thus a smaller 
percentage gain may, and usually does, amount to a larger gain in dollars 
than in the earlier years. 











It_is also true that in all categories the period of greatest television 
billings growth may be over. There is a leveling-off in network that has 
been discernible for some time. This leveling-off in national spot may 
also be under way now. Whether or not local billings have reached their 
leveling#6ff period is hard to determine. 








The Business Barometer report for local and network billings for October will 
appear in the January 28th issue of TV AGE. 
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your spot .. . all are dependent upon 
the move this hand makes now. 


At WNCT this is an “old hand” skilled 
through experience in precise produc- 
tion. With Emily Post-ish exactness, 
this hand “does the right thing at the 
right time” hundreds of times a day, 
completing work initiated and develop- 
ed by people he’s never seen. 
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AT HIS FINGERTIP 


Your client, your idea, your planning, 


This final move is the most important 
one for it vitalizes your efforts, deliver- 
ing your message to Eastern North Caro- 
lina. You needn’t worry. The move will 
be the right one. WNCT advertisers 
know that! 
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More discussion of rating loading . . . page 31 
New name for Weiss & Geller . . . . page 31 
Facts about nation’s newspapers . . . page 35 


LOADED RATING WEEK. The 
practice of loading the program sched- 
ule during rating week criticized in 
TV AGE (Dec. 17, 1956) by Frank E. 
Pellegrin of H-R Television, station 
reps, comes under further scrutiny. 
The H-R partner and vice president 
scored the practice of packing feature- 
film schedules with big titles and big 
stars to make a better—but false— 
single- 


&] 


showing under the “part-time,” 
week rating system. 

Others before him have criticized 
contests, giveaways and extra-heavy 
station promotion and newspaper ad- 
vertising during the week audience 
surveys are under way. 

Mr. Pellegrin suggested that all rat- 
ing services agree to base findings on 
programming of the four weeks pre- 
ceding the rating period, then cul- 
minate findings during rating week. 
The extended survey would apply only 
to station-produced shows, he said, be- 
cause loading by the networks becomes 
immediately obvious to advertisers and 
agencies. 

While agreeing with Mr. Pellegrin 
in part, Jack L. Gross, of the American 
Research Bureau, takes issue with the 
four-week scan. 

“There is much truth in Frank 
Pellegrin’s criticism of the unscrupu- 
lous station manager who will run his 
best movies and/or schedule contests 
during survey week to hypo the rat- 
ing on his local programs,” says Mr. 
Gross. “For many years stations have 
always promoted heavily during rating 
week and the rating services have been 
unable to cope with this problem.” 


FOUR-WEEK SCAN N.G. “How- 
ever,” continues Mr. Gross, “to survey 
over a four-week period would not be 
the solution. Television is too dynamic 
to expect programming to remain 
stable over a four-week period. For 


example, in October a four-week rat- 
ing would include portions of the 
World Series, summer replacements 
just going off, fall programs just com- 
ing on, election campaign speeches, 
five-minute campaign spots, etc. In 
November, over a four-week period, 
we would have election speeches, elec- 
tion returns, Thanksgiving-Day prepa- 
rations and the holiday itself. In De- 
cember, more of the same. . . . What 
would these ratings tell you? Abso- 
lutely nothing, since no one yet has 
been able to combine apples and 
oranges and come up with anything 
but compote. 

“As a clincher, even if a four-week 
report could be produced, look at this 
time schedule—four weeks to produce 
the data and another four to prepare 
the report. After two months you can 
determine only how well your shows 
did eight weeks ago. With timebuyers, 
media people and, above all, station 
managers and time salesmen all 
clamoring for their ratings just days 
after we come out of the field, | am 
afraid a four-week base would be so 
cumbersome that it would be unwork- 
able.” 

Mr. Gross’ service has found a par- 
tial solution. In the case of contests by 
a station during an audience check, 
the promotion is described in the ARB 
report. 

On the side of Mr. Pellegrin is 
Robert R. Tincher, of the Cowles sta- 
tions: “I endorse Frank Pellegrin’s 
views 100 per cent. . . . It seems that 
every device imaginable is used to 
hypo ratings during a rating week.” 

Loading, he says, is a facet of the 
rating problem that the services should 
study, very, very carefully. 


CHANGES AT W&G. The Chicago 
agency of Weiss & Geller has a new 
name and new quarters this year. 





JACK L. GROSS 


. . « four-week survey no solution . . . 


Edward H. Weiss & Co. is the name 
on the door of new offices on the 16th 
and 17th floors at 360 N. Michigan 
Ave. in the Windy City. The agency 
was formerly headquartered at 400 N. 
Michigan. 

Main reason for the name change, 
says the agency announcement, is be- 
cause of the confusion resulting from 
the similarly named New York agency, 
Weiss & Geller. There is no connec- 
tion financially or otherwise between 
the two The 
agency has had its own New York of- 
fice at 460 Park Ave. It now becomes 
the New York branch of Edward H. 
Weiss & Co. 

The new and greatly expanded Chi- 
kitchen, 
three conference rooms, motion-picture 


companies. Chicago 


cago office includes a test 
and sound-projection equipment. Hot 
coffee is served throughout the day in 
the reception rooms. 

At the same 


changes its corporate structure. Eleven 


time, the agency 
key executives are now stock holders: 
Irving D. Auspitz, executive vice pres- 
ident; Jack Bard, vice president and 
director of media; Byron A. Bonn- 
heim, vice president and copy director; 
Bernard J. Gross, vice president and 
account supervisor; Mary Jane Gruns- 
feld, director of motivation research; 
Robert Harris, vice president and ac- 


(Continued on page 35) 
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Pre-sold! Everybody loves the stories of Hawkeye and the Last of the 
Mohicans, acclaimed by the Cambridge History of American Literature 
as “The most memorable character American fiction has given to 

the world.” Here’s audience-captivating TV fare for the whole family! 


Here’s real excitement — the first “Eastern.” Here’s real action — the rude 
rough-and-ready frontier reproduced in the original French and Indian War country. 


Here’s sales for you— but you must act quickly. Your first step to reserve the 
best markets and to increase sales is to wire or phone TPA collect today. 
Just say, “Let's pow-wow now.” We'll set up a private screening of 
Hawkeye and the Last of the Mohicans for you in your own office. 


Sv iecisicn Programs of America, Inc. 


EDWARD SMALL + MILTON A. GORDON + MICHAEL M. SILLERMAN 


Chairman President Executive Vice-President 


488 Madison Ave., New York 22, N. Y. + PL. 5-2100 











d 


4 
© 





i 


y 


» 








\ 








| 


ss 





-Beil 


\ 
\ 
\ 
\ 
1 
' 
t 
1 
t 
! 
' 


THE PGW COLONEL AND MR. FIVE 
JOIN HANDS 


To reach one of Americo’s first markets, all you have to do is contact one of the PGW 
“Colonels” and he'll tell you how you can sell Western New York with Channel 5. 
WROC-TV's maximum power reaches 300,000 plus U.S. homes—a 20% advantage over 
any other station in this area. 


The Rochester—15—county Western New York market served by WROC-TV is a key on 
any schedule. Check your Peters, Griffin & Woodward “Colonel” for complete information. 


NOW REPRESENTED NATIONALLY BY 
PETERS, GRIFFIN. WOODWARD TELEVISION SALES 
Rochester’s FIRST Station 


WROC-TV 





CHANNEL 5 


A TRANSCONTINENT TELEVISION CORPORATION STATION 
Rochester Radio City 


Rochester 3, N.Y. 
34 
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News (Continued from page 31) 


count supervisor; Jerome Joss, vice 
president and account supervisor; Lee 
King, vice president and creative di- 
rector; Marvin L. Mann, vice presi- 
dent, secretary, radio and tv director 
and account supervisor; Kenneth Mur- 
ison, vice president and account super- 
visor; Ernest Stern, treasurer and 
business manager. 


NEW ACCOUNTS. In December 
1955 the agency lost the Toni account, 
which made up more than half of its 
$13.5-million total billing. Now, a year 
later, the agency has made up the loss, 
expects to total $15 million in billings 
this year. New accounts in the last 
year include Helene Curtis Industries; 
the Purex Corp., makers of Old Dutch 
Cleanser; Key Wines, a new brand 
being introduced by Mogen David 
Wine Corp.; Clear Springs Distilling 
Co.; Corina Cigars; Rolfs division of 
Amity Leather Goods Co.; Perk Dog 
Food Co.; Auto Point Co., and Parker 





Katz Adds 


Three men have joined the 
home office tv sales force of the 
Katz Agency, Inc., New York, 
national station representatives. 


Designated as sales trainees 
are John Gray Bolton Jr., for- 
merly a program service repre- 
sentative with CBS-TV, New 
York; Jack F. Beauchamp, a 
former free-lance radio and tv 
announcer in New York, and 
John R. Ginway, formerly a tv 
sales service representative with 
NBC-TV sales service 
York. 

At the same time, Allen Hund- 
ley, formerly with the Mutual 
Broadcasting System in New 
York, has joined the Dallas staff 
of Katz, and Howard J. Stasen is 
now with the Katz office in Chi- 
cago as a radio salesman. He 
was a media supervisor with the 
Miller Brewing Co., Milwaukee. 
He replaces Nick Bolton, who 
goes to WNAX Yankton, S. D., a 
Katz-represented station, as com- 
mercial manager. 


in New 











Kalon division of General American 
Transportation Corp. 

About 50 per cent of the agency’s 
billing is in tv. The New York office, 
headed by Ed Kogan, is mainly con- 
cerned with tv production and service. 

Agency president Edward H. Weiss 
is generally credited with having in- 
troduced motivation research into the 
agency field. He founded Weiss & 
Geller in 1938. 


CIRCULATION LAG. The growth of 
newspaper circulation since television 
entered the race for the national ad- 
vertising dollar has not kept pace with 
the growth of the nation’s population. 
Moreover, the milline rate, similar in 
importance to tv’s cost-per-thousand, 
has risen 17 per cent during this 
period. 

The Television of Adver- 
tising, in a special report called “Num- 
bers About Newspapers,” has set down 


Bureau 


certain vital statistics on newspaper 
readership, culled from such authori- 
tative sources as the Editor & Pub- 
lisher Yearbook, SRDS consumer mar- 
ket estimates and U. S. census figures. 
It shows that the cost of advertising in 
newspapers is higher and out of pro- 
portion with population increases. It 
further states that 
not kept pace with the city-to-subur- 


newsp.pers have 
ban-area migration. 

Since 1950, newspaper circulation 
has increased at less than one-half the 
rate of U. S. households (four to ten 
per cent). Compare this with the situ- 
ation during the World War II years 
of 1940 to 1944 when circulation in- 
creased at twice the rate of U. S. 
households (12 to 6 per cent). During 
the 1944-50 post-war period, circula- 
increased at the same rate as 
households (17 per cent). 


tion 


EFFECT OF TV. But the rate of cir- 
culation increase has dropped off dras- 
tically since 1950, when tv began its 
period of greatest expansion. From 
1944 to 1955, circulation of morning 
papers was up 26 per cent. But from 
1950 to 1955, the rate of increase was 
only four per cent. Evening papers 
followed a very similar growth pat- 
tern for the two periods. The biggest 
effect apparently was experienced by 
Sunday papers. From 1944 to 1955, 
Sunday circulation was up 32 per 
cent. But from 1950 to 1955, these 





EDWARD H. WEISS 
. . his name on the door .. . 


editions showed a one-per-cent decline. 

The TvB report shows that the line 
rate of the average daily has increased 
over five times faster than circulation 
1950. 


period, line costs went up two-and-one- 


since During the post-war 
half times faster. And during the war, 
the line rate advanced only one-third 
the rate of circulation increase. 

Milline rates (cost per million cir- 
culation for a single line of space) in- 
creased 20 per cent in the post-war 
years and an additional 17 per cent 
since 1950. 

During the war, the milline rate 
dropped seven per cent. “Numbers 
About Newspapers” concludes that it 
costs 42 per cent more to reach the 
same circulation with a daily and 45 
per cent more with a Sunday paper. 


MANY AREAS OFF. While total 
daily circulation is up four per cent 
since 1950, the TvB study points out 
that many important areas of the coun- 
not followed this general 
states are 
morning circulation has dropped off 
since 1950 in the face of increasing 


try have 


trend. Ten listed where 


populations. The states are Massachu- 
setts, Michigan, Missouri, Nebraska, 
New Hampshire, New York, North and 
South Dakota, Pennsylvania and West 
Virgina. The same thing has happened 
to evening papers in lowa, Maine, 
Missouri, Utah, Vermont, West Vir- 
ginia and the District of Columbia. 
Sunday papers experienced this ad- 
versity in the most areas: Delaware, 
Illinois, Maine, Maryland, Massachu- 
setts, Michigan, New York, Pennsyl- 

(Continued on page 80) 
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Another FIRST 


IN THE SEVENTEEN 
Counties WBRE-TV Covers 


Consistent with the leadership which brought the World's 
First Million Watt TV Station to this important section 
of Pennsylvania, WBRE-TV now provides COLOR to its 
320,000 sets in a market of 2,000,000 people. 


Local live and film shows have been added to the growing 
line-up of NBC Color Shows, offering the local, regional and 
national advertiser the opportunity to bring his products 
into the 275,000 TV homes with all the impact of their 
beauty and design. 


an 2GG BASIC BUY : National Representative : The Headley-Reed Co. 


Counties Covered: LUZERNE LACKAWANNA LYCOMING COLUMBIA 
SCHULYKILL NORTHUMBERLAND MONROE PIKE WAYNE 
WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION 
SNYDER MONTOUR CARBON 





TV Channel 28 


WILKES-BARRE, PA. 
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What’s ahead 


All indices seem to point 
toward a continued growth 
for the medium in 1957 


7 oe became a billion-dollar industry 
in 1955. By the end of 1957 it should be 
close to a billion-and-a-half-dollar industry. 

Clearly, this is running a good country mile 
ahead of the general economic boom, which ob- 
servers expect to level off in the year ahead. 

The Television Bureau of Advertising predicts 
that gross revenues for video in 1957 will total 
$1,475,000,000. This calls for healthy increases 
across the board—up 12 per cent for networks, 
up 20 per cent for spot and a spectacular rise of 
36 per cent on the local scene. 

However, with all the rapid dollar maturity 
for television, there has developed one critical 
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for tv? 


situation, particularly at the network level. And 
it may have a good deal more to do with the future 
shape of tv than Federal harassment, the uhf en- 
igma or any of the other contemporary plagues. 

Fall programming was unsettled. Abrupt show 
foreclosures (and there will be more when 26- 
week contracts are up in the spring) reflect client 
and agency unrest. It’s a restlessness that has 
agencies maneuvering for more program control 
in dealings with networks and independent pro- 
ducers. There have been pronouncements and 
activities on the part of ad men and concern 
from network executives that indicate a building 
struggle. 
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$900 Million 


REVENUE 
FROM TIME 


$800 
SALES 
not including 
talent and 
$7¢00 production costs 





Source: FCC through 1955. tv acre estimates for 1956 and 1957. For table see page 79. 


Major tv agencies heretofore light 
on production or not in it at all are in 
serious discussion or experimentation 
on show creation. Important tv agency 
executives have said publicly (or to 
TV AGE) that now is the time for agen- 
cies to step into tv prgramming to 
protect clients; it is sometimes easier, 
cheaper and more practical for the 
agency to conceive, direct and produce 
the finished show; a lot of advertisers 
are getting their fingers burned in net- 
work. And they talk of network over- 
enthusiasm; extraordinarily high talent 
payment contracts; lack of script 
screening and evaluation; lack of iden- 
tification and moves to spot tv. 

And while networks extend efforts 
tc come up with desirable properties, 
a network president has flatly stated, 
“I must insist that the obligation and 
responsibility for programming are 
ours.” 

At the same time, helping tv along 
to record revenues during °57 will be 
a boom peak in the general economy. 

The gross national product will run 
about $412 billion for 1956—up $21 
billion from 1955. Experts of the 
Joint Congressional Committee on the 
Economic Report are reportedly pre- 
dicting a gross national product of 
between $430 and $440 billion for 
1957. 

This increase in the year just start- 
ing should come mainly from the boom 
peak which is expected early in the 
twelvemonth. Money will be harder 
to borrow, but the public will be 
spending at a record level. Money is 
expected to tighten up as far as loans 
are concerned, and this will slow con- 
struction. But car sales, important to 
the economy, will be brisk. 

There is likely to be a slight down- 
ward trend by the middle of the year. 
Building slack and lower plant and 
equipment investments will be the 
main drag. But competition will be 
severe in almost all lines of industry, 
a condition that can stimulate adver- 
tising activity in the latter half of the 
year. 

Toward the end of the year, indus- 
try output is expected to be moderately 
down. Total spending should level off, 
slightly lowering business volume in 
most quarters. 

At year’s end, industry output may 
show a seven-to-ten-per-cent decrease 
from the boom peak. This should 








stimulate borrowing at lower rates of 
interest, which in turn should bring 
about a slow but steady rise in busi- 
ness. 

These waverings in the general busi- 
ness picture may have some effect on 
tv revenues. But the °57 tv chart line 
will be up, as usual, with its own sea- 
sonal swells and dips. 

In dollars, TvB expects network 
gross billings to be up $86.4 million 
over 1956. That’s $720 million in °57, 
compared with $633.6 million in °56. 
The expected spot increase is $77.8 
million, up from $311.2 million in °56 
to $389 million in *57. For local, the 
Bureau sees an increase of nearly 
$100 million, from $278,160,000 in °56 
to $366 million this year. 


Network Percentage Off 


Network’s slice of the total has been 
decreasing slightly since 1955, what 
with the rapid growth of spot and 
local. In 1955, the networks accounted 
for 53 per cent of gross revenues. The 
figure had been shaved to 51.8 per 
cent by °56, and, according to esti- 
mates, will be at 48.8 per cent by the 
end of °57. 

Two years ago, spot tv had 25 per 
cent of the total. The figure rose half 
a percentage point last year. This year 
it may be up to 27 per cent. 

Two years ago, the local share was 
22 per cent, and that figure this year 
should reach close to 25 per cent. 

Revenues from time sales alone, for 
1956, as estimated by Tv AGE, totaled 
$870.3 million. Breakdown: network, 
$395.4 million; spot, $289,100,200; 
local, $185.8 million. 


TV AGE estimates that total time sales 
will be over a billion dollars for 1957, 
an increase of about 15 per cent. 
Based on the Business Barometer re- 
ports, the 57 estimate breaks down 
to $480.7 million for network, $364.8 
million for spot and $221.2 million 
for local. Total: $1,066,700,000 (rev- 
enue from time sales, not including 
talent and production costs). 

Main impetus for the increase, says 
TvB’s vice president Gene Accas, will 
be local sales, because local is the one 
big remaining undeveloped area. Suc- 
cesses of bellwether retail advertisers 
like Sears and Montgomery Ward, he 
says, will mark a move to tv by others. 

A new area of local revenues not 
mentioned by TvB lies in the feature- 
film packages released in °56. As heavy 
feature scheduling, now mainly in 
major markets, spreads to median 
cities, the local billing total will get a 
boost. 

As one industry source put it, the 
potential of the 70-per-cent return 
from ad placements in local feature 
showings is a powerful lure to pre- 
empt the network offering with its 30- 
per-cent return. 

While tv’s revenues will up about 
15 per cent, ad expenditures generally 
will rise ten per cent in 1957. This is 
according to a recent survey of 100 
consumer and industrial companies by 
Printers’ Ink. Together, the 100 com- 
panies invest more than $200 million 
a year in advertising. Seventy-one say 
they will spend more this year than 
they did in °56. Behind the increases 
are growing competition, expanding 
markets, new products and rising rates 


in many media. 

On the receiving end of television, 
1956 saw a leveling off in set sales. 
In 1957, however, sales in color re- 
ceivers and portables may set a record 
total. 

Brig. Gen. David Sarnoff, RCA’s 
board chairman, reports that RCA has 
sold 102,000 color sets to date. The 
company’s net loss on color, he says, 
was $6.9 million in 1956. He pre- 
dicted a slight profit in color sets, com- 
ponents, tubes and equipment during 
the first part of 1957. Since the fall 
of 1955, he says, the factory billing 
price on all color equipment mounted 
to about $58 million. 

Talking of the future, Mr. Sarnoff 
says, “As we enter 1957, the question 
is: what will the new year bring? I 
believe that it will bring increased 
color television—more color programs 
will be broadcast, and more people 
will buy color sets for their homes. 
Also, color television will expand in 
many fields of usefulness, in addition 
to broadcasting; for example, in med- 
ical, industrial and educational tv, as 
well as for closed-circuit theatre-tv, 
sales presentations and _ inter-depart- 
ment-store shopping. 

“The year 1957 will witness accel- 
eration on all fronts of color tv as a 
new dimension in entertainment, edu- 
cation, news and sports, as well as ad- 
vertising and merchandising. And 
because of the progress we achieved in 
1956, it seems reasonable to expect 
that some other manufacturers will 
follow us and enter the color tv field 
before long.” 


(Continued on page 78) 
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(Top) Panelists and moderator John Daly on What’s My Line? 
(Above) Garry Moore and a friend on CBS-TV 


(Left) Bob Crosby sings on his five-a-week variety stanza 











“What are patterns for?” 








ew advertising agencies are as re- 
F inarkable — and respected — as 
Earle Ludgin & Co., Chicago. 

While it is not one of the giants in 
the business, its reputation certainly 
places it among the more influential. 
While its organization largely reflects 
the personality of one man, the agency’s 
very effectiveness depends upon the 
cooperation of the excellent staff that 
surrounds him. While this agency has 
an approach to clients that is sound 
and sensible, it nevertheless reserves 
the right for its brilliant creative de- 
partment to experiment, and, conse- 
quently, it has come to be highly rated 
for its ingenuity. Considered expert in 
packaged goods, it has become espe- 
cially well known for introducing and 
developing new products. 

What is the cause of such results? 
If not a complete answer, at least a 
strong clue may be: “We try to break 
patterns—in a variety of ways.” 

So says Earle Ludgin, founder and 
board chairman, who is known to all 
but the uninitiated as one of the na- 
tion’s leading advertising men. That 
he is every bit as good administratively 
as he is creatively has been publicly 
asserted by the American Association 


Chicago’s ace adman. 


Earle Ludgin, 


seems to have the right answer 


in breaking old ones to 


make the new 


of Advertising Agencies: Mr. Ludgin 
is one of the two Chicago ad men ever 
to have been named its chairman. 

And for his own company, Mr. Lud- 
gin’s vision has produced a smoothly 
sculptured business policy. Its patina 
comes from a_ sturdy $13-million 
volume, the estimated billing for 1956. 
Moreover, billing has approximately 
tripled in the last ten years. The esti- 
mated volume of $7 million in 1953 
rose to $9.4 million in 1954, jumped 
another $2 million to reach $11.5 mil- 
lion in 1955. Clearly, things have gone 
well at the agency’s offices in Chicago’s 
LaSalle Wacker Building. 


Tv Major Billing 


The major part of this billing—about 
55 per cent in 1956—has been derived 
from tv. “Television,” says Mr. Ludgin, 
“is one of the liveliest of the arts— 
that’s one of its great advantages.” 
While he, like others, is concerned 
about the continued rise in production 
costs, he is one of the few who will 
admit, “That’s all right, so long as 
the medium sells as it does—beyond 
anything possible before.” 

Currently, the agency’s 23-person 
broadcasting department handles such 


network buys as that notable CBS-TV 
long-termer, What’s My Line, for Jules 
Montenier’s Stopette deodorant (now 
a part of Helene Curtis Industries) 
and NBC-TV’s Washington 
also for Helene Curtis. The 
also handles participations in such net- 
work programs as the Garry Moore 
and Bob Crosby shows and Our Miss 
Brooks, all for Best Foods (Shinola, 
Shinola Dress Parade and Bixby’s Jet 
Oil) and all on CBS Television. And 
for regional advertisers like the Heile- 
man Brewing Co., McLaughlin Manor 
House Coffee (both instant and regu- 
lar) and Rath Packing Co. 
products), the agency places a steady 
stream of spot, both on radio and tv. 

Few companies reflect the character 
of one man as effectively as this agency 
does. The offices, themselves, provide 
an immediate sign: Mr. Ludgin, who 
owns some of the country’s finest con- 
temporary American paintings and 
sculpture, has hung the major share of 
his collection in the agency’s fireproof, 
air-conditioned quarters. (The art has 
obviously become a point of pride, 
even to non-creative personnel. ) 

But even more important is what 


could best be described as the group 


Square, 
agency 


(meat 
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personality of the Earle Ludgin staff. 
There is intelligence without pedantry, 
self-acceptance without conceit, mod- 
esty without diffidence and—surpris- 
ingly in the feverish world of advertis- 
ing—ease. The agency president, 
Vincent R. Bliss, acknowledges it this 
way: “We’re probably not as peopled 
with the extroverted salesman type of 
personality as most agencies.” 

The magnetism of this atmosphere 
is demonstrated in many ways. Five of 
the company’s key people have re- 
mained there 25 years or longer. 
Young, new executives have turned 
down enormous salary increases else- 
where to remain with Earle Ludgin. 
Old clients not only stay on, satisfied, 
but also turn over additional accounts, 
and new clients, looking for expert tv 
advice, continue to sign on. 


Weight of Advertising 


The major problem in television— 
and all media—today, according to 
chairman Ludgin, is the sheer weight 
of advertising. This heavy volume 
means every ad has got to be out- 
standing in order to be seen, a factor 
that places a still further responsibility 
upon an agency’s creative staff. While 
Mr. Ludgin acknowledges that the 
growth of tv commercial techniques 
has not been as fast as growth of the 
medium itself, he nevertheless protests. 
“Stations are smothering commercials.” 

He particularly deplores credits at 
the end of a show, feeling “they let a 
boredom set in which then invalidates 
the three commercials that follow.” 
He grieves at the typical schedule of a 
program change, which involves 
credits for the ending show, followed 
by a 20-second spot, followed by an 
eight-second ID, followed by another 
20-second commercial, followed by the 








































































billboard of the next program, which 
is followed, at last, by the commercial 
of that show’s sponsor. One set of 
patterns that he would very much like 
to break, obviously, is the standardized 
length and placement of commercials. 
In the meantime, his agency devotes 
unusual energy to the matter of com- 
mercials themselves. This can be 
illustrated best, perhaps, by those made 
for Helene Curtis’ Spray Net, an ac- 
count that Earle Ludgin & Co. acquired 
in March 1954. The agency sent three 
of its top men to Europe and, at a cost 
just slightly over domestic production, 
made three one-minute films for Spray 
Net, borrowing the atmosphere of 
pleasure, enjoyment and romance from 
the cities of London, Paris and Rome. 
“We did it,’ Mr. Ludgin explains, 
“by using the background to sell what 
we want.” Simultaneously, the Ameri- 
can product gained added emphasis 
from a foreign setting. “Nothing sells 
better than television,” he says, “but 
it won’t sell unless you use it right.” 
One way to do that, he continues, is 
to “make the sales point as you hold 
interest, rather than building up inter- 
est first and then adding a P.S.: ‘better 
use our product’.” Thus, the practical 
uses of Spray Net were cited steadily 
throughout the travelogue-type films: 
While a model was shown breezily 
driving through the Place de la Con- 
corde, site of the guillotine executions 
during the French Revolution, a 
woman’s voice explained, “Marie 
Antoinette lost her head here, but you’ll 
not lose yours if you use Spray 
a 
While these films pleasantly com- 
bined soft sell with hard fact, they 
also performed an equally important, 
long-range purpose. They built prestige 
for the product and helped elevate hair 


Earle Ludgin 


Chairman of the board 


lacquer, which some women once con- 
sidered distasteful, to the accepted level 
of cosmetics. 

What are the important things to re- 
member in selling by television? Mr. 
Ludgin passes the question on to 
Helene Curtis account supervisor 
Ralph Whiting, who asserts, “The first 
point in competitiveness is to distin- 
guish your product from somebody 
else’s.” He feels that, on tv as with 
other media, “ads can't do anything 
unless somebody sees them.” Then the 
advertisement must specify and iden- 
tify the product and, finally, make an 
impression, compel the viewer to re- 
member. 


Unexpectedness 


“That’s the problem with spots, to 
get memorability quickly,” Mr. Lud- 
gin interjects. 

“That’s why many of our commer- 
cials have the quality of unexpected- 
ness,” the account supervisor adds. 

“Television,” says Mr. Ludgin, “per- 
mits us to be very much freer and 
livelier. The potential is greater, but 
the hazard is greater, too.” 

“In print,” Mr. Whiting continues, 
“the audience decides the amount of 
time it will spend on an ad. In tv, you 
force time upon it. Repetition builds 
resistance.” 

“And so our [commercial] stories 
must be freshened frequently,” Mr. 
Ludgin explains. “We have no set 
style for commercials—more diversity, 
actually, than in print.” 

And John Baxter, the agency’s first- 
rate creative vice president who worked 
on the Spray Net films abroad, re- 
marks, “So often, television copy be- 
comes an orphan while waiting for the 
print campaign to be completed. Here, 
tv doesn’t come after print. At worst, 


(Continued on page 75) 
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GC is the oil that keeps the 
mechanism of the biggest Amer- 
ican city well lubricated, said a recent 
New York Times editorial. 

“A bright saboteur,” the writer con- 
tinued, “bent on rendering the me- 
tropolis helpless, wouldn’t be so con- 
ventional as to think in terms of 
bombs. He would simply cut off the 
coffee supply. The city’s destiny, in 
effect, rests on a bean.” 

Whether or not you agree with the 
editorial writer, the fact remains that 
coffee is one of the world’s most im- 
portant commodities. And it is not 
surprising that the National Coffee 
Association was considerably alarmed 
when it was told, at its recent conven- 
tion, that there has been a decline in 
coffee drinking of five per cent per 
capita since 1940. This seems still more 
surprising in the face of the fact that 
drinking of milk has jumped eight per 
cent since 194], sale of soft drinks 
has soared 90 per cent and beer con- 
sumption is up more than 30 per cent. 

The association is determined to do 
something about it. It has set a goal 
for 1957 which calls for Americans to 
drink a billion more pounds of coffee 
—one more cup per person, per day. 

That television will have an im- 
portant part, perhaps the most impor- 
tant part, in this campaign seems cer- 
tain. 

During recent years, coffee import- 
ers, roasters, distributors and _ retail 
merchants have been leaning more and 





more heavily on the visual medium. 
Television has been paramount in the 
quick popularization of instant coffee. 
It is no accident that the most popular 
coffee brands are the biggest television 
advertisers. 

In the 12 months ended Oct. 1, 1956, 
national spot advertising of coffee, tea 
and other food drinks came to nearly 
$22 million, according to the Televi- 
sion Bureau of Advertising. Network 
television for the same period totaled 
more than $14 million, Publishers’ In- 
formation Bureau reports reveal, while 
coffee advertising on the local level is 
estimated to have added another $4 
million to the figures. 


$40 Million Annually 


Overall coffee and tea advertising on 
television for the 12-month period 
comes to around $40 million, and bill- 
ings in 1957 promise to show a con- 
siderable increase over this total. 

In a speech before the National Cof- 
fee Association convention, mentioned 
above, J. L. Van Volkenburg, at that 
time president of CBS _ Television, 
pointed out that if coffee distrilsutors 
regard anyone older than 15 years as 
a potential customer they have 118 
million Americans to whom to sell 
their product. 

By the end of 1957 this total poten- 
tial will increase by almost a million 
and a half, and if each of these new 
customers drinks the average of three 
cups a day it will mean at least four- 


and-a-half million additional cups of 
coffee a day. 

“Furthermore,” Mr. Van Volken- 
burg continued, “the lion’s share of 
this larger market of yours is yet to 
come. For example, between now and 
1965 your total market will expand 
from 118 million to 13344 million 
people—an addition of 1544 million to 
your market during the next nine-year 
period.” 

Blaming the relatively small amount 
of overall coffee advertising effort for 
the fact that the average American 
now drinks less coffee than he once 
did, the network executive pointed out 
that since 1940 “the soft-drink indus- 
try, which had increased its per-capita 
consumption some 90 per cent over 
1941, had invested more than $125 
million in advertising last year; and 
that the brewing industry, which had 
scored a 3l-per-cent gain in per-capita 
consumption since 1941, had invested 
more than $100 million in advertising 
last year.” 

Both CBS-TV and NBC-TV have im- 
portant coffee advertisers. On CBS-TV 
General Foods’ Instant Sanka is a 
sponsor of [ Love Lucy, Maxwell 
House Coffee has West Point and In- 
stant Maxwell House December Bride. 
The Nestle Co.’s Nescafe is sponsor of 
Oh! Susanna on the same network. 

On NBC-TV General Foods buys 
Vales of the 77th Bengal Lancers for 
its Instant Maxwell House and Adven- 
tures of Hiram Holliday for its Instant 
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Sanka. Borden’s is a sponsor of 
People’s Choice and Queen for a Day 
for its Borden’s Instant. Standard 
Brands is a sponsor of The Tennessee 
Ernie Ford Show for Chase & Sanborn. 

The success of coffee advertising on 
the networks was pointed out by Mr. 
Van Volkenburg. “A couple of years 
ago,” he said, “the Nestle Co. made a 
90-second announcement on The 
Jackie Gleason Show, offering viewers 
a free sample of Nescafe. Immediately 
following the broadcast 29,972 people 
in the audience sat down and wrote to 
an address in New York City. The 
postmarks disclosed that each request 
had been mailed prior to 11 p.m. the 
night of the broadcast. 

“Over a period of 18 months 15 
similar announcements, each taking 
not more than a minute and a half, 
yielded a total of 2,164,000 requests 


from the audience,” he summarized. 


Proven Selling Power 


This power of television to move 
people to action has been proven over 
and over and has been found particu- 
larly effective in coffee promotion. 
While the campaign to increase cof- 
fee sales continues on a year-round 
basis, it is concentrated in the colder 
winter months when the national hot 
drink is always most popular. 

Coffee advertisers are spending even 
more money in national spot than they 
are in network television. Much of this 
is invested by the same big national 


a series of product group success stories > > 


brands that are using the networks. 

General Foods Corp.’s instant and 
regular Maxwell House, in addition to 
its network commitments, used spots 
on more than 200 stations during the 
third quarter of 1956. These regular 
schedules are placed through Benton 
& Bowles, mostly on a 52-week basis, 
but occasionally for short campaigns. 
Such a quickie was the recent cam- 
paign of nighttime ID’s and 20-second 
spots in Dallas and Philadelphia. Grace 
Porterfield is the timebuyer. 

General Foods 
special campaigns such as its recent 
drive in Huntington, Indianapolis and 
Parkersburg for Bliss Coffee. This 


account is also handled by Benton & 


uses television for 


Bowles, with Roger Clapp as the time- 
buyer. 

The Nestle Co. is a heavy spot user 
in its promotion of Nescafe. During 
the third quarter of 1956 the company 
advertised Nescafe with minutes and 
20’s in both day and night segments 
on some 60 stations. The account is 
handled by Bryan Houston, Inc., of 
New York. Frances John is the time- 
buyer. 

The Borden Co. has used spot from 
time to time for its Borden’s Instant 
but is relying almost entirely on its 
network commitments at present. 
Standard Brands continues to. buy a 
small amount of spot for its Chase & 
Sanborn. During the third quarter it 
was on five stations as a spot account. 

In addition to the network adver- 


tisers who use spot, there is a vastly 
larger number of regional coffee dis- 
tributors who put their principal ad- 
vertising budgets into the medium. 
They furnish the major portion of the 
invest- 


tremendous coffee-company 


ment in spot. 


Color Can Be Important 


At least a few of these are finding 
that color can be important to the 
coffee advertiser. Paul Gumbinner, 
director of television for the Lawrence 
C. Gumbinner Agency, which handles 
the important Savarin coffee account, 
says, “The added impact of color on 
our Saturday Night News 
(wrca-tv New York, 11-11:15 p.m.) 
is especially important. The red Sava- 


Savarin 


rin can shows up well in the new tele- 
vision dimension.” 

Principal part of the Savarin adver- 
tising budget is spent in television. 
The S. A. Schonbrunn Co., distribu- 
tors of Savarin, has sponsored the 
television news program for seven 
years. 

Nor are coffee advertisers limited to 
the larger distributors. The B&B Food 
Market, of Huntington, W. Va., a self- 
service market that distributes its own 
brand, Early Dawn coffee, finds that tv 
advertising on WSAZ-TV Huntington 
brings new customers “from a radius 
of 50 miles or more,” according to 
John C. Beckwith, owner and manager. 

Says Mr. Beckwith: “Since becom- 
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Change in ownership of 27-year-old Terrytoons 


brings new management, procedure and outlook 








he key word at Terrytoons for 

1956 was change. During the past 

year the 27-year-old animation com- 

pany went through a change of owner- 

ship, management, procedure and 
outlook. 

Terrytoons had been making ani- 
mated cartoons for theatrical release 
ever since it opened its animation 
stand in 1929. But in January 1956 
CBS Television bought the company, 
made it a division of CBS Television 
Film Sales, Inc., and threw open part 
of the New Rochelle studios, con- 
sidered the largest animation opera- 
tion in the east, to television. In the 
last 12 months the tv changeling has, 
in the manner of its own Mighty 
Mouse character, bloomed into full- 
blown stature. 

It is currently turning out three and 
one-half minutes per day of Tom Ter- 
rific, a new cartoon series which will 
be seen daily on the CBS early-morn- 
ing network show, Captain Kangaroo, 
beginning April 1. 

It has created and designed the P. J. 
Tootsie commercials for the Sweets 
Co. of America. It has also produced 
spots for Ad detergent through Len- 
nen & Newell, Robin Hood flour 
through Young & Rubicam, Colgate 
through Ted Bates, General Foods’ 
Post cereals through Benton & Bowles 
and others. 

It has two half-hour cartoon shows 
a week on the CBS-TV network—The 
Mighty Mouse Playhouse on Saturday 
mornings and The Heckle and Jeckle 
Cartoon Show on Sunday afternoons. 
It has a group of 156 cartoons which 
CBS Television Film Sales has already 
sold in syndication in 47 markets in 
this country and in six foreign mar- 
kets. 

It has set up a licensing operation 
and has put out as many as 750,000 
comic books featuring several of its 
cartoon characters. It is also merchan- 
T-shirts, children’s novelty 
jewelry, games, jigsaw puzzles, story 
books and Golden Records. 

And while carrying out all of these 
television-inspired activities, the com- 
pany has also continued its theatrical 


dising 








Clobber, the fictional, animated jan- 


itor at Terrytoons, takes a 


the firm’s 


tour 
through fully equipped 


studios. 


cartoon production at its suburban 
studio, located only 35 minutes from 
Madison Avenue. And it plans to keep 
on doing so. Terrytoons is set to pro- 
duce 15 Cinemascope Technicolor car- 
toons for 1957 release through 20th 
Century-Fox. 

The fact that Terrytoons has been 
able to do all this and television too 
is largely the net result of the efforts 
of its new top-management trio of 
William M. Weiss, vice president and 
general manager, Newell T. Schwinn, 
sales manager, and Gene Deitch, crea- 
tive director. The Terrytoons division 
enjoys autonomy 
sphere, and these three men are di- 


within its own 
rectly responsible for the planning and 
pursuit of its activities. 


Management Trio 


Mr. Weiss was with Terrytoons for 
26 years. Before that he was with 
Universal Pictures Corp. in distribu- 
tion and for a time was a theatre man- 
ager. Mr. Schwin joined Terrytoons 
in February 1956 after serving as 
manager of sales development at CBS 
Radio Spot Sales. Before that he was 
executive assistant to H. Leslie Atlas, 
vice president of CBS Television and 
Radio in Chicago. Prior to coming to 
CBS, he was with Household Finance 
Corp. for more than 20 years, the last 
eight years as director of advertising. 
Gene Deitch started with CBS in 1945 
as assistant art director and then went 
on to such film-producing companies 
as UPA, Storyboard, Inc., Jam Handy 
and Robert Lawrence Productions be- 
fore coming to Terrytoons in June 
1956. 

The prime problem facing the Ter- 
rytoon triumvirate was that of pro- 
duction procedure. For theatrical re- 
leases Terrytoons was able to allow a 
six-month time period from story- 
board to the finished answer print for 
the average six-minute cartoon. For 
the I-want-it-yesterday and in-volume 
operation required for television pro- 
duction speed-up changes had to be 
made. And fast. 

That this transition 
Terrytoon with comparative ease was 


was made at 
due in part to the experience and skill 
of the company’s animation staff. And, 
in part, because Terrytoon’s three- 
story studio was able to provide the 
space and equipment needed for the 


(Continued on page 74) 
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Trainee Maureen Reagan (c.) meets 
promotion director Bob Hutton. 


Office-procedure manager Pat Prie 
shows Miss Reagan schedules. 


Petry special-services department manager Lee Redfield (third from right) discusses secretarial 
| prospect with office personnel who will guide her through indoctrination course lasting one month. 


Miss Reagan 


n a move unique among station 
| representatives, Edward Petry & Co. 
has established a “school” of opera- 
tional procedure for the secretaries it 
employs. The overall purpose of this 
training program, which was _insti- 
tuted about two months ago, is to 
equip secretaries for their roles as vir- 
tual assistants to the firm’s salesmen 
in the handling, development and ac- 
quisition of business. 

The training program, just an- 
nounced by Lee Redfield, manager of 
Petry’s special-services department, 
covers a full month and is being ap- 
plied not only to new girls joining the 
organization but to secretaries who 
have been with Petry for the past 
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learns 
form from June Perry (standing). 


Billings concern office manager 
Kay Johnson and Miss Reagan. 


Petry Co. 
training course 
pays off in time. 
good will 


and sales... 


School for secretaries 





telephonic 


eight or ten months as well. 

The station rep feels that formalized 
indoctrination is necessary not only 
to give its secretaries a proper under- 
standing of the intricate and special- 
ized nature of its business, but also to 
enable them to take over for their 
salesmen-bosses when the latter are out 
of their offices. Petry believes that 
much time can be saved and much 
goodwill fostered if a secretary can 
pinch-hit for her temporarily absent 
boss in the dissemination of informa- 
tion and even in the handling and 
consummation of a sale. 

The first day of training for neo- 
phyte Petryites consists of an introduc- 
tion to the rest of the office personnel, 


Traffic manager Jo Maggio talks 
availabilities with Miss Reagan. 


Jim Eshleman, eastern radio sales 
manager, greets his new secretary. 





Radio prometion-research head 
Bill Steese also educates Miss R. 





“[’'m sorry, he’s out; may I help?” 
Miss Reagan, assistant salesman. 


with Kay Johnson, office manager and 
estimator, handling the amenities, and, 
following that, a lesson in proper 
switchboard operation and other tele- 
phonic procedure, under the tutelage 
of June Perry, chief telephone in- 
structor. 

The next five days are spent by the 
trainee in learning about availabilities, 
program schedules and costs, market- 
ing and facilities data on all Petry- 
represented stations and sundry other 
angles relative to client-agency-repre- 
sentative-station liaison. This phase of 
the tyro’s teaching is under the direc- 
tion of Jo Maggio, traffic instructor. 

The following five days of the pro- 
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Another way SRDS helps sell time 


you are there... 


SEKROS 
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Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 


SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


An old salt, with tattooed arms and a parrot on his shoulder, rasps out his yarn 
about capturing pirates; he spellbinds his young shipmate . . . and every boy and 
girl in the TV audience! The “pitch” is for Trix, the sugar coated cereal. The “gim- 
mick” is a giveaway—5 “Jolly Roger Tattoodles” in each package of Trix. Fast 
pacing makes every moment of this 30 second spot sell. And for a surprise ending, 
the parrot delivers the sales message! Produced by SARRA for GENERAL MILLS, 
INC., through TATHAM-LAIRD, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


The TV audience goes on a visit to the Bulova Watch factory in this 90 second 
commercial, another in the continuing series for Bulova by SARRA. A dramatic 
documentary approach tells the story of fine workmanship and precision watchmak- 
ing. Interesting closeups of fine watch parts, jewels, mainspring, self-winding mecha- 
nisms, etc. clearly reveal the fine craftsmanship that is synonymous with Bulova. 
Produced by SARRA for the BULOVA WATCH COMPANY, INC., through 
McCANN-ERICKSON, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The same catchy jingle for Schoenling Lager Beer in seven different musical styles 
tremendously increases the audio effectiveness of this new series of seven TV spots 
by SARRA. Modern, highly stylized line drawings of humorous cartoon characters 
combine with the bouncy musical background to emphasize the sponsor’s theme, 
“sooner or later you’re going to try Schoenling.” Produced two ways: black on 
white for spot use, and white on black for superimposition on live crowd backgrounds 
at sporting events. Prepared by SARRA for THE SCHOENLING BREWING CO.. 
through ROLLMAN ADVERTISING AGENCY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Another spot by SARRA in a continuing television series for Prudential Insurance. 
Two minutes of convincing “soft sell” from the narrator—typical head of the aver- 
age American family—fishing in comfortable relaxation beside a quiet brook, while 
explaining the benefits he and his family derive from Prudential’s 2-way Retirement 
Plan. The setting, the mood, excellent photography and perfect casting make this a 
subtly effective selling commercial for the sponsor’s product—insurance. See it on 
“AIR POWER.” Produced by SARRA for THE PRUDENTIAL INSURANCE COM- 
PANY OF AMERICA, through CALKINS & HOLDEN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 





here will be no dearth of new 

half-hour film series for syndica- 
tion in 1957. This fact is evident from 
the announced plans of the syndica- 
tion companies, large, medium and 
small. 

Screen Gems has just announced 
that in 1957 it contemplates 18 film 
shows, with seven of them already in 
progress. ABC Film Syndication has 
set up four shows and has three more 
in the works. Both CBS Television 
Film Sales and NBC Television Films 
have plans to distribute five new series, 
and TPA has six. 

National Telefilm Associates has, 
in addition to the four series that 20th 
Century-Fox intends to make during 
the year, at least six other projects in 
mind. Guild Films is under way with 
one series, and another is planned. 
Gross-Krasne will offer one series for 
syndication, as will Interstate. Official 
is expected to come through with at 
least two new groups of films, and Ziv 
has five already earmarked, with five 
more possible for production during 
the year. 

In addition, there are half-hour film 
properties promised from MCA-TV, 
Warner Bros. TV, Hal Roach and 
other film firms. 

All in all, there are somewhere 
around 100 new film series planned 
for the coming year. All of these, of 
course, will not materialize. And a good 
share of those that do will be offered 
first for national or network sale. 

But, added to those properties de- 
finitely designated for syndication, are 
network shows which will be released 
for market-by-market sale during the 
coming year. This indicates that ap- 
proximately 25 new film properties 
will be available for syndicated sale 
during 1957. 


Syndicated Film 


GOVERNOR TELEVISION 
ATTRACTIONS, INC. 

Laurel and Hardy 

wss-Ty Atlanta; KKtTv Colorado Springs; 
KRNT-TV Des Moines; went Henderson, Ky.; 
WKNB-TvV New ‘Britain; KTvo Ottumwa; 
KWWL-TV Waterloo. 

Norman Navan Grand Rapids, 

Mich. (Adv.) 


KRBC-TV Abilene; KXLF-Tv Butte; WDSM-TV 





Lloyd 
NTA’s The House on 92nd Street. 


Nolan uncovers sabotage in 


Duluth; wky-tv Oklahoma City; KLOR-TV 
Portland, Ore. 


Big 12 

wsuF Buffalo; KRNT-tv Des Moines; WJAC-TV 
Johnstown; WKNB-TV New Britain; KTVO 
Ottumwa; KTNT-TV Tacoma; KWWL-TV Water- 
loo, Iowa. 


Special Attractions (Feature Group) 
KIDOo-Tv Boise, Idaho; wauF Buffalo; KRNT-TV 
Des Moines; wrsM-tv Indianapolis; wJAc- 
Tv Johnstown; wWGAL-tv Lancaster; WAVE-TV 
Louisville; KTvo Ottumwa; KENS-TV San 
Antonio; KpPIx San Francisco; WMAL-TV 
Washington, D. C.; Kwwt-tv Waterloo. 


Bulldog Drummond 
KRNT-TV Des Moines; wJAc-tv Johnstown; 
WAVE-TV Louisville; KwwL-Tv Waterloo. 


Topper 

wBuF Buffalo; KRNT-TvV Des Moines; WJAC-TV 
Johnstown; WKNB-TV New Britain; Ktvo Ot- 
tumwa; KTNT-TV Tacoma; KWWL-TV Water- 
loo. 


East Side Kids 
wrca-Tv New York; wasp New 
KTVO Ottumwa; KWWL-TV Waterloo. 


York; 


NATIONAL TELEFILM 
ASSOCIATES, INC. 

TNT 

KVAL-TV Eugene; WTVH-TV Peoria; KOTA-TV 
Rapid City, S. D.; werv Tallahassee; wuiz- 
tv Zanesville. 


20th Century-Fox (52) 

KVAL-TV Eugene; KotTa-tv Rapid City, S. D.; 
KFEQ-TV St. Joseph; wetv West Palm Beach; 
wHiz-Tv Zanesville. 

20th Century-Fox (Rocket 86) 

Kutv Salt Lake City; wHyn-tv Springfield, 
Mass.; wectv Tallahassee; wetv West Palm 
Beach. 





William Powell and assorted friends in 


RKO’s The Senator Was Indiscreet. 


TELEVISION SCREEN 
PRODUCTIONS 


Jim and Judy in Teleland 
wepo-ty Cincinnati. 


RKO TELEVISION, DIVISION 
OF RKO TELERADIO 
PICTURES, INC. 

Gangbusters 
CKLw-tv Detroit; 
KHAS-Tv Hastings. 


wnct Greenville, N.C.; 


27 Features 
wtvp Decatur; KIvA-Tvy Yuma. 


Uncommon Valor 
wnct Greenville, N.C. 


The Big Idea 
wnct Greenville, N.C.; Kpka-tv Pittsburgh 
(Fidelity Trust Co.). 


WINIK FILMS CORP. 


Famous Fights 
KoAT-tv Albuquerque; KFBc-tvy Cheyenne; 
wa.a-tv Mobile, Grady Buick (Renewal). 


Film Commercials 
CARAVEL FILMS, INC. 


Completed: Bavarian Brewing Co. (Bavarian 
beer), Richard F. Peck; Procter & Gamble 
Co. (Bonus), Compton; American Tobacco 
Co, (filter-tip Tareyton), Gumbinner. 

In Production: American Tobacco Co. (Hit 
Parade cigarettes), BBDO; Block Drug 
Co., Inc. (Poli-Dent, Poli-Grip, Dentu-Grip, 
Dentu-Creme), Grey; Goodyear Tire & Rub- 
ber Co. (Goodyear airfoam), Kudner; Bava- 
rian Brewing Co. (Bavarian beer), Richard 
F. Peck; Procter & Gamble Co. (Dash), 
Compton. 


DYNAMIC FILMS, INC. 
Completed: Ortho Pharmaceutical 
(Delphin), direct; Charles Antell, Inc. (cos- 
metics), Joseph Katz. 


GRAY & O’REILLY 

Completed: Cities Service Co. (gasoline), 
Ellington; West End Brewing Co. (Utica 
Club beer), Harry B. Cohen; Beaumont Co. 
(cold tablets), Harry B. Cohen; Nestle Co., 
Inc. (coffee), Bryan Houston; General Cigar 


Co. (White Owl cigars), Y&R. 


KEITZ & HERNDON 

Completed: Quality Chekd Dairy Products 
Assn. (dairy products), Campbell-Mithun; 
Standard Oil Co. (oil & gasoline), D’Arcy. 
In Production: Lone Star Beer Co. (beer), 
Glenn; Big Red Stores (clothes & furni- 
ture), Knox-Ackerman. 


Corp. 


JAMES LOVE PRODUCTIONS, 
INC, 

Completed: Westinghouse Electric Corp. 
(hitchhikes) , McCann-Erickson ; Alcoa 
Steamship Co., Inc., Fuller & Smith & Ross. 
In Production: United States Air Force 
(civil air patrol) ; U.S. Brewers Foundation, 
Inc. (game cookery), J. Walter Thompson; 
Westinghouse Electric Corp. (air-condition 
ing), Fuller & Smith & Ross; Raytheon Mfg. 
Co., direct; Scott Seed Co., direct; Columbia 
Records, Inc., McCann-Erickson. 


(Continued on page 52) 
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SOURCE BOOK 
| OF 
TV SUCCESS 

STORIES 


Over 300 case histories from 
every size market, demonstrat- 
ing tv‘s ability to sell! 


Product Groups include: 


Bakeries and Bakery Products 
Dairies and Dairy Products 
Banks and Savings Institutions 
Dry Cleaners and Laundries 
Groceries and Supermarkets 
Furniture and Home Furnishings 
Home Building and Real Estate 
Jewelry Stores and Manufacturers 
Nurseries, Seed and Feed 
Hardware and Building Supplies 
Seft Drink Distributors 

Travel, Hotels and Resorts 
Sporting Goods and Toys 

Drugs and Remedies 

Gasoline and Oil 


ONLY $2.00 PER COPY 
Television Age 


444 Madison Ave., 
New York 22, N. Y. 














Film 


FRED A. NILES PRODUCTIONS, 
INC. 

Completed: Magikist (rug cleaners), Doris 
Greenwood; Kraft Foods Co. (Parkay mar- 
garine), Needham, Louis & Brorby; Admiral 
Corp. (portable tv sets), Henri, Hurst & 
McDonald; Campbell Soup Co. (christmas 
greetings), Leo Burnett; Brunswick-Balke- 
Collender (automatic pin setters), McCann- 
Erickson; Aunt Jemima (corn bread), John 
W. Shaw; Pabst Blue Ribbon (beer), Leo 
Burnett; Storz Brewing Co. (beer), Bozell 
& Jacobs. 

In Production: Sessions Co., Inc. (Goldcraft 
peanut butter), Noble-Dury; Serta Associ- 
ates, Inc. (mattresses), Ruthrauff & Ryan; 
Quaker Oats Co. (puffed rice & wheat), 
Wherry, Baker & Tilden; Kellogg Co. (su- 
gar pops & snacks), Leo Burnett; Vienna 
Sausage Co. (sausage), H. M. Gross Co.; 
Puhl Co. (Little Bo-Peep), Roche, Williams 
& Cleary. 


(Continued from page 51) 


PLAYHOUSE PICTURES 


Completed: DeSoto Division, Chrysler Corp. 


(1957 DeSoto), BBDO: MJB Co. (MJB 
coffee), BBDO; Schlitz Brewing Corp. 


(Schlitz beer), J. Walter Thompson; MJB 
Co. (Tree tea), BBDO; Lanvin Parfums 
(My Sin & Arpege), North. 

In Production: U.S. Navy (recruiting), U.S. 
Navy Dept.; Ford Motor Co. (1957 Ford 
trucks), J. Walter Thompson; Richfield Oil 
Corp. (gasoline), Hixson & Jorgensen; Com- 
monwealth Edison Co. (electric power), Leo 





Amazement in the stone age in Gov- 


ernor’s One Million B. C. 


Burnett; Falstaff Brewing Corp. (beer), 
Dancer-Fitzgerald-Sample; Regal Pale Brew- 
ing Co. (beer), Guild, Bascom & Bonfigli; 
San Francisco Brewing Corp. (Burgermeis- 
ter beer), BBDO; Ford Motor Co. (Tennes- 
see Ernie Ford Show), J. Walter Thompson; 
Northern Pacific Rwy Co., BBDO. 


HAL ROACH STUDIOS— 

COMMERCIAL DIVISION 

Completed: American Telephone & Tele- 
graph Co., N. W. Ayer; Bulova Watch Co. 
(watches), McCann-Erickson; Hills Bros. 
Coffee, Inc. (instant coffee), N. W. Ayer; 
Kinny Family Shoes (shoes), M. B. Scott; 
S. C. Johnson & Son (Glo-Coat Prod.) 
Needham, Louis & Brorby; Nestle Co., Inc. 
(Nescafe) Bryan Houston; Pabst Brewing 
Co. (Eastside beer), Leo Burnett; Richfield 





Process Your Own 
Films and $ave 


f 


Fully Automatic Self-Contained 
16mm Film Developing Machine 


BRIDGAMATIC Jr. does film processing at 


small cost. A true one-man lab, requires no special 
skiil,.no rigging, no constant watching—simply plug 
in and operate. Ideal for Motion Picture Producers, 
TV Stations, Laboratories, Photo Finishers, Micro- 
filmers, etc. Built-in drybox, heating elements, stain- 
less steel tanks, air squeegee—develops and dries 
ready for showing 600’ positive, 180’ 09 
negative per hour; from $1 5 
LARGER CAPACITY negative/positive, Reversal and 
Color models available 16/35/70mm_ standard or 
custom built; from . a . $1887 
Write for brochure 











Convenient terms arranged. You may apply 


Bp corencar te TIME-PAYMENT PLAN 
your idle surplus equipment as a trade-in. 














5.0.5. CINEMA SUPPLY CORP. 
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Improve Film Titles 


with the TEL-Animaprint 
#) 


: 













for 
MOTION PICTURE 
PRODUCERS, 
ANIMATORS 
SPECIAL 
EFFECTS LABS., 
TV STATIONS, 
INDUSTRIAL FIRMS, 
ADVERTISING 
AGENCIES, ETC. 


The answer to economy in titlin 
first sensibly priced HOT PRES: 


and artwork! The 
s p TITLE MACHINE 
for high quality, fast lettering. Prints dry from 
colored foil for instant use. Acme pegs give perfect 
registration on paper or acetate cells. Prints all 
colors. TEL-Animaprint tools for top techniques— 


greatest dollar for dollar value 
ONLY 


in the industry! 
$435 with improved heating control 

Write for TEL-Anima literature— 

covering every need for animation 


Animation and Special 
Effects Camera Stand 


TEL-Animastand 


Embodies features of 
photo enlarger, microm- 
eter and railroad round- 





house. Optical effects 
such as pans, angles, } 
zooms, quick closeups 


and every variation for 
trick photography is 
easily produced with the 
new TEL-Animastand. 












A camera fitted 
to a moveable, 
counterbalanced 
vertical carriage 
photographs the 
art work. Takes 
even the heavi- 
est l6mm_ or 
35mm «camera 
(Acme with stop 
motion motor | 
illustrated). S 


All basic move- 
ments associated 
with high priced 
stands are in- 
corporated. Ac- 
curacy is assured 






TEL-Animastand with 

i TEL-Anima sliding cell 
a a board, rotated at 45° 
artwork. Includes four Veeder Root counters which cali- 
brate 18” north/south movement 24” east/west travel, 
and zoom movements to the Art Table or Cel Board. 
Basic Unit ONLY .$2995 


Dept. N, 602 WEST 52nd St., NEW YORK 19, N. Y¥.—Phone: PL 7-0440, Cable: Sosound 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-9202 











Playhouse Pictures commercial for De- 
Soto. 


Oil Co., Hixson-Jorgensen. 

In Production: Beech-Nut Packing Co. 
(cereal), Kenyon & Eckhardt; Bulova Watch 
Co. (watches), McCann-Erickson; Helene 
Curtis Industries, Inc. (Spray Net), Earle 
Ludgin; S. C. Johnson & Son (finishes), 
FC&B; Lentheric (shampoo), Weiss & Gel- 
ler; Nestle Co., Inc. (Nescafe), Bryan Hou- 


ston; Nestle Co. (Canada), (Nescafe), 
Cockfield Brown; Jules Montenier, Inc. 
(Stopette), Earle Ludgin; S.0.S. Co. 


(Tuffy), McCann-Erickson. 


SARRA, INC. 


Completed: Pet Milk Co. (Pet Milk), Gard- 
ner: Prudential Insurance Co. of America 
(insurance), Calkins & Holden; General 
Mills, Inc. (Trix), Tatham-Laird; Frisch’s 
Big Boy Restaurants, Inc., Rollman; Bulova 
Watch Co. Inc. (watches), McCann-Erick- 
son; Schoenling Brewing Co. (Schoenling 
beer), Rollman; Procter & Gamble Co. of 
Canada, Ltd. (New Pink Camay soap), F. 
H. Hayhurst; American Tobacco Co. (Hit 
Parade cigarettes), BBDO. 


SONG ADS, INC. 

Completed: Schenley Industries, Inc. (Roma 
wine), Foote, Cone & Belding; Ford Motor 
Co. (Mercury), Kenyon & Eckhardt; Pills- 
bury Mills, Inc. (brownies, cookies), Leo 
Burnett; Duncan Coffee Co. (Maryland Club 
coffee), Tracy-Locke. 

In Production: Borden Co. (milk), Tracy- 
Locke; Southern Bell Telephone & Tele- 
graph Co., Inc., Tucker Wayne; Mrs. Baird’s 
Bakeries, Inc. (Mrs. Baird’s bread), Tracy- 
Locke; Signal Oil Co., Barton A. Stebbins; 
O’Keefe & Merritt (gas ranges, washers, 
dryers), Hixson & Jorgensen; Duncan Cof- 
fee Co. (Admiration coffee), Tracy-Locke. 


SOUND MASTERS, INC. 


Completed: Carter Products, Inc. (Rise shav- 
ing cream), SSC&B; American Red Cross, 
SSC&B; General Electric Lamp Division 
(lamps, sunlamps), BBDO; Borden Co. 
(biscuits), Y&R. 

In Production: Nestle Co. (Safety fudge, 
instant coffee, cocoa), McCann-Erickson; 
Armour & Co. (Dash dog food), N. W. Ayer 
& Son; Lever Bros. Co. (Hum detergent), 
SSC&B; Borden Co. (instant malted milk), 
Y&R; V. LaRosa & Sons, Inc. (macaroni, 
pizza pie mix, spaghetti, ravioli), SSC&B. 


TRANSFILM, INC. 


Completed: General Electric Co. (Power 


Mite bulbs), Grey; Borden Co. (ice cream), 
B&B; General Motors Corp. (Cadillac), 
MacManus, John & Adams; Radio Corp. of 
America (RCA Victor records), Grey; U.S. 
Rubber Co., Fletcher Richards; Procter & 
Gamble Co. (Velvet Blend shampoo), Grey; 
P. Lorillard Co. (Old Gold), Lennen & 
Newell; American Motors Corp. (Nash), 
Geyer. 


TV CARTOON PRODUCTIONS 
Completed: Leslie Salt Co., Honig-Cooper; 
Avoset Co. (Qwip), Harrington-Richards; 
Brown & Haley (Mountain Bar), Honig- 
Cooper; Crocker-Anglo National Bank, 
Brisacher Wheeler. 

In Production: Fairfax Bread Co. (Skylark 
bread), Ruthrauff & Ryan; E&B Brewing 
Co. (E&B beer), Simons-Michelson. 


UPA PICTURES, INC. 

Completed: Piel Bros. (Piel’s beer), Y&R; 
William Schluderberg-T. J. Kurdle Co. 
(Esskay meats), VanSant Dugdale; National 
Biscuit Co. (Nabisco Snacks), Kenyon & 
Eckhardt; P. Lorillard Co. (Old Gold filter 


tips), Lennen & Newell; Dept. of Health, 
City of N.Y. (Salk vaccine); Coca. Cola 
Export Corp.; Old Spice Products (Old 
Spice), Film Counselors, Inc. 

In Production: Piel Bros. (Piel’s beer), 
Y&R; P. Ballantine & Sons (Ballantine 
beer), William Esty; Genessee Brewing Co. 
(Genessee beer), Rogers & Porter. 


VIDEO PICTURES 

Completed: Carter Products, Inc. (Rise 
shaving cream), SSC&B; Sperry-Hutchinson 
Co. (S&H cash discount stamps) SSC&B. 
In Production: General Motors Corp.-New 
Departure Division (coaster brakes, ball 
bearings) D. P. Brother; General Motors 
Corp. (Oldsmobile) D. P. Brother; Carter 
Products, Inc. (Rise shaving cream) SSC&B. 


WILDING PICTURE PRODUC- 
TIONS, INC. 

Completed: General Motors Corp. (Pontiac), 
MacManus, John & Adams; Ford Motor Co. 
(Lincoln), Y&R; Kellogg Co., Leo Burnett; 
Standard Oil Co., D'Arcy. 





In much the same way that 





commercial products require 
saturation advertising, so does 
public service often need concen- 
trated effort for maximum effec- 
tiveness. 

With this philosophy as a 
premise, Thomas B. McFadden, 
vice president of NBC-Owned 
Stations and NBC Spot Sales, 
has announced a new program, 
called “Impact Public Service,” 
with the goal a 15-per-cent in- 
crease in NBC’s public-service 
activities in 1957. 

Under the plan, a station will 
throw its full 
resources be- 
hind a single 
public - serv- 
ice endeavor, 
in contrast 
with efforts 
on behalf of 
a ‘multiplic- 
ity of causes. 
‘“*‘Impact 
Public Service” will utilize edi- 
torial content of suitable pro- 
grams, as well as ten- and 
20-second station breaks and 


McFappEn 








aunaveeneunesnussacoeunenagonarty 


“Impact Public Service’’ 


one-minute announcements. 
The plan will be coordinated 
by Don Bishop, director of pub- 


licity and community services 
for NBC-Owned Stations, who 
devised it. Individual stations 


will select their own projects for 
impact treatment, although at 
times the stations as a group will 
undertake a single project. Day- 
to-day public-service efforts of 
the stations will of course be 
continued, except for the inter- 
ruptions occasioned by the con- 
centrated efforts. 
Projects already reported in 
the works for “Impact Public 
Service” include one on behalf 
of the San Francisco Symphony 
at KNBC San Francisco; an ex- 
tensive campaign for the New 
York City Police Department, 
covering juvenile delinquency, 
narcotics, traffic safety, etc., on 
wkcaA-Tv-AM New York; a high- 
way-safety campaign on KRCA 
Los Angeles, and a fund-raising 
effort for the Women’s Medical 
College & Hospital, Philadelphia, 


by wrcv-Tv-AM Philadelphia. 
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ABRAHAM Simmons couldn’t feel the frost that lined his tiny stone cage, 
or taste the swill they fed him, or chafe at his iron chains—so his keepers 
said. He was a madman. 

But then, when his visitor, little Miss Dix, spoke softly, kindly, to him, 
why did he weep? 

Dorothea Lynde Dix knew why. And her knowledge kept her fighting 
all her life to get the mentally ill away from pits and cages, whips and 
chains, and into hospitals. 

In nearly 40 years, she paused only once—to render heroic service as 
superintendent of nurses in the Civil War. Then again she began inves- 
tigating, writing, fund-raising, politicking, until this frail ex-school teacher 
had pushed a whole country into one of the finest reforms in its history: 
the sane treatment of the insane. 

Dorothea Dix was fortunate in having one powerful ally: the American 
people. For as history will show, Americans are seldom self-satisfied; they 
long to do right. That urge has helped them build a strong, stable nation 
in a troubled world—and it has helped make their country’s Savings Bonds 
a rock-ribbed assurance of security. 

The will and purpose of 168 million Americans back U.S. Savings Bonds, 
back them with the best guarantee you could possibly have. Your principal 
guaranteed safe to any. amount—your interest guaranteed sure—by the 
greatest nation on earth. If you want real security, buy U.S. Savings Bonds. 
Get them at your bank or through the Payroll Savings Plan where you 
work. And hold on to them. 


Safe as America— U.S. Savings Bonds 


ihe U.S. Government does not pay for this advertisement. It is donated by this publication in cooperation with the Advertising Council and the Magazine Publishers of America. 
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Washington Memo 


CRAVEN ON UHF-VHF. FCC Com- 
missioner T. A. M. Craven, an engi- 
neer who has had extensive experience 
with allocation problems both in 
private industry and in government 
(he was a member of the Commission 
from 1937 to 1944), has been doing 
some heavy thinking about the uhf-vhf 
situation since he returned to the 
agency six months ago. Recently, he 
presented his colleagues with what he 
regards as a realistic approach to the 
solution of the allocation dilemma. 
Because of its high importance to the 
television industry and to the future 
of the medium, Commr. Craven con- 
sented to an interview with TELEVISION 
AGE to explain what the plan involves 
and to answer questions regarding its 
implications. 

Q. What is the plan designed to do? 

A. Not only to encourage uhf but to 
enhance competitive television on a 
nationwide scale. 

Q. How does it do this? 

A. By introducing flexibility in the 
use of channels—uhf as well as vhf. 
The net result could be a minimum of 
three vhf stations in approximately 
25 of the 65 markets which now have 
only two vhf assignments. 

Q. How does it apply to uhf? 

A. It removes the inflexibility in- 
herent in the present allocation plan 
under which the upper-channel uhf 
stations find it difficult to improve 
their coverage. These stations could 
more easily obtain better uhf assign- 
ments. Also, the Commission would 
entertain applications from vhf licen- 
sees in the larger markets for dual 
operation of vhf-uhf stations. 

Q. Who would file such applica- 


tions? 


ASSISTANCE FOR UHF. A. Several 
vhf licensees with whom I have con- 
ferred have indicated their concern 
with present monopolistic trends in 
television broadcasting and have vol- 
unteered to assist in the development 
of uhf. Certain receiver manufacturers 
have indicated they might revive their 
research in development of all-channel 
receivers if there were available good 


programs from uhf stations in major 
markets. At present, very little research 
is being done on uhf receiving equip- 
ment. Any experienced broadcaster 
realizes that the trend I speak of may 
well lead to a different regulatory 
philosophy, and it would be in his 
enlightened self-interest to take posi- 
tive steps to encourage the develop- 
ment and acceptance of uhf as a com- 
petitive element in the industry. 

Q. Won't the plan delay a solution 
of the allocation problem? 

A. Absolutely not. The plan recog- 
nizes, however, that there is no short- 
cut miracle which will cure overnight 
the economic difficulties facing some 
uhf licensees. Moreover, one must 
recognize that the present procedure 
to force deintermixture must be 
fraught with long delays because of 
the rights of existing vhf grantees to 
evidentiary hearings and appeal to the 
courts. Under a procedure which en- 
courages voluntary action, | believe 
that uhf can gain a foothold in some 
of the major markets at an early date. 

Q. Where do you anticipate that 
such stations would be started? 

A. In New York, Boston and Bal- 
timore at the start. 

Q. What happens to the existing uhf 
stations? 

A. Some in markets with two vhf 
assignments would have opportunity 
























to apply for vhf channels. Those in 


all-uhf areas would be benefitted by 
receiving opportunity to obtain bette: 
uhf assignments. Furthermore, the 
plan prevents vhf encroachment in 
areas where uhf has been firmly estab- 
lished as the 


dominant method of 


television broadcasting. 


NO DEINTERMIXTURE. ©. What 
would happen to the current proceed- 
ings? 

A. They would be dismissed. Their 
adoption would only result in delays 
which would defeat their very pur- 
pose. 

Q. Does the plan discard deinter- 
mixture? 

A. Yes. Deintermixture is not the 
answer to the allocation problem. 
Aside from areas in which grants have 
been issued, the amount of deintermix- 
ture which is proposed would be of 
negligible assistance to uhf. Even if 
all nine areas proposed for primary 
uhf markets were deintermixed, there 
would be no substantial incentive for 
manufacturers to develop all-channel 
or uhf-only sets. 

Q. What happens to the crash re- 
search program launched by the Tele- 
Study 


vision Allocations 


? 


Organiza- 
tion 

A. It would be carried out but con- 
ducted on a broader basis covering 
vhf as well as uhf. 

Q. What is the relation of the plan 
to the possible ultimate shift of all tv 
to uhf? 


(Continued on page 71) 





‘Now. 200,000 SETS wit: 
‘THE DUB STATIONS’: 
Ome INED wie! ’ 


ABILENE-SWEETWATER TEXAS 


LUBBOCK, TEXAS 
OWNED & OPERATED BY TEXAS TELECASTING, INC. 
7400 COLLEGE, LUBBOCK, TEXAS 


coverage area has 


1,102,500 


people who spend 


$1,339,059,000 


total retail sales 
(S.M. Buying Power) 
CBS FOR THE 


WHBF* 
, TY 


ROCK ISLAND, ILL. 
REPRESENTED BY AVERY-KNODEL 
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SUPPLIER, SERVICE NEWS 


SOUND RECORDING COURSE 


A special course in motion-picture 
sound recording for soundmen in the 
television and movie industries is be- 
ing presented during the spring semes- 
ter at New York University. The 
course has been organized by the So- 
ciety of Motion Picture & Television 
Engineers in co-sponsorship with the 
Motion Picture Studio Mechanics 
Local 52, IATSE. It will run for 20 
weeks beginning Feb. 6. 

Burton F. Perry, recording engineer 
for Westrex Corp., will moderate the 
course, with lectures given by leading 
specialists in the industry. The semes- 
ter’s work will cover a review of basic 
principles of electricity, sound and 
acoustics; a survey of modern record- 
ing methods, materials and equipment; 
discussion of production techniques 
and maintenance procedures, and an 
explanation of factors governing qual- 
ity. 

Tuition, including the cost of refer- 
ence material, is $50. Applications may 
be obtained from SMPTE Education 
Committee, Room 1004, 55 W. 42nd 
St., New York. 


UPA GETS ANIMATION STAND 

An Oxberry animation stand with 
compound table and camera, distrib- 
uted by Animation Equipment Corp., 
New Rochelle, N. Y., recently went 
into service at the studios of UPA 
Pictures, Inc., New York. There are 
two features of the Oxberry unit, ac- 
cording to UPA cameramen, which 
reduce shooting time. These are the 
“accurately controlled peg bars” and 
the revolving table. 

UPA has employed the new anima- 
tion stand in commercial and program- 
ming production. 


SELECTROSLIDE IMPROVEMENT 

Spindler & Sauppe, manufacturers 
of Selectroslide automatic projection 
equipment, has announced that Junior 
Selectroslides can now be converted to 
take interchangeable magazines. Up to 
16 slides can now be pre-arranged in 


On Film 


proper sequence for immediate show- 
ing, thus saving time and money and 
preventing possible costly errors, the 
company states. 

The latest model Junior Selectroslide 
comes equipped with changeable maga- 
zines. Older units can be converted 
for $48. Additional magazines cost 
$42 each. A Junior Selectroslide unit 
costs $255 (without lens). 


CELLOMATIC EXPANDS 

The Cellomatic Corp., developers of 
the patented Cellomatic process of 
animated projection, has announced 
its expansion into the field of indus- 
trial show production. 

In addition to Cellomatic projec- 
tion, the new service will embrace the 
entire planning and production of 
sales presentations, including script 
writing, direction, talent, music, sound, 
choreography, staging and lighting. 


W elcome 


Pretty 17-year-old Eva, her 
20-year-old brother and 44-year- 
old uncle, who had spent 11 
years as a Russian prisoner, the 





first Hungarian refugees to find 
a home in 
Kansas, got 
a regal wel- 
come, thanks 
to WLBW and 
WLBW-TV To- 
peka. 

The station 
arranged for 
a welcome in 
the Gover- 
nor’s office, put a station car at 
the refugees’ disposal and pre- 
sented each with checks from 





station and staff. 

The Hungarians responded 
with a gift for Gov. Fred Hall. 
He received a_ handcarved 
wooden freedom plaque made by 
the uncle while a prisoner in the 
Ural Mountains. 
































TELEVISION AGE 


hen TELEVISION AGE began its 

Spot Report two years ago, one 
significant observation made at the 
time was that “network time is tight, 
and the spill-over is going into spot.” 

We asked several important media 
buyers in some of the top spot agencies 
to comment on that situation today. 
Here are their distilled views. 

Network time is still tight, especially 
prime time. This is true even though 
there are several factors which tend 
to absorb more advertisers who want 
network exposure: 

e Increase in co-sponsorship and 
multiple-sponsorship setups. 

e Trend to interim sponsorship. 

e Increasing effectiveness of ABC 
as the third network. 

e Dissatisfaction with network pro- 
grams, with rising costs or other rea- 
sons causing cancellations. 

In spite of these and other factors, 
the buyers queried agreed that network 
time is still hard to pick up. And 
they also conceded that now, as two 
years ago, the spillover is going into 
spot. 

Two conspicuous examples of this 
spillover activity are mentioned in this 
month’s report; Anheuser-Busch, which 
couldn’t find what it wanted on net- 
work, getting underway with a 70- 
market spot campaign; Revlon, which 
cancelled its network show, is under- 
stood to be planning a big spot effort 
in its stead. 


ANHEUSER-BUSCH, INC. 
(D’Arcy, Inc., St. Louis) 
The big 70-market spot effort which was 


January 14, 1957 


a review of 


current activity 


in national 


spot tv 


expected to get under way Jan. 1 will not 
get started before Feb. 1. The regional 
D’Arcy offices are sending buyers out to 
stations in their areas to make contacts 

and buys. In most all cases the regional 
D’Arcy man is the key buyer. John Hyatt, 
reporting to Harry Renfro in the agency’s 
main office in St. Louis, will be doing the 
coordinating. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 
The company is running a test for one 


of its products, details of which were not 
revealed. Sol Isreal is the new timebuyer. 


ARNOLD BAKERS, INC. 
(Charles W. Hoyt Co., Inc., N. Y.) 


This firm is currently only in New York 
with announcements around kid shows, 
but more is expected to come in additional 
eastern markets. Douglas Humm 

is the timebuyer. 


HAZEL BISHOP, INC. 
(Raymond Spector Co., Inc., N. Y.) 
The company is continuing its buying 
of spots offered by C & C Television and 
Bernard Schubert Productions. Richard 
Blaine, tv-radio director, is the contact. 





George J. Abrams, vice president in 
charge of advertising at Revlon, which 
is expected to be buying feature film 
spots in 30 markets. 





REPORT 


BLOCK DRUG CO. 

(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

This year’s effort for NYTOL, a sleeping 
tablet, is just about getting started in 

some 60 markets. Nighttime minutes only 
are being used in the first-quarter campaign 
for this product, which was introduced a 
only one year ago. The campaign for 1957 

is expected to follow the pattern set 

last year, which calls for review and 
revamping in each quarter. The campaign 
for GREEN MINT MOUTHWASH is 
beginning at the same time and is now in 
some ten markets. It is to be expanded 
later. Ira Gonsier is the timebuyer. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 

The ARRID schedules are being extended 


at least into March in around 125 markets. 
Campaign is using only minutes, most 

of them in night times. Steve Suren 

is the timebuyer. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Sne., N.Y.) 


The RISE campaign is reaching into 

as many as 150 markets. The company is 
using nighttime minutes, and where it 
could has also placed ten- and 15-minute 
sports and news shows. Tom Odea is 

the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 


There is some renewed activity coming out 
of this ageney for Colgate. Richard Eyman 
is the timebuyer for LUSTRE-CREAM 
and Abbott Davis for AD DETERGENT 
and DEODORANT BEAUTY SOAP. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 
(Richard K. Manoff, Inc., N. Y.) 


The agency has just taken on this new 
account, distributors of BUMBLE BEE 
TUNA FISH and SALMON. About the 
first of February the company expects to 
get going with a spot campaign in some 
25 selected markets, using daytime and 
late-night minutes. This campaign will 
last through the spring. There will be 


(Continued on page 62) 
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Nearly a quarter of a million reprints of TELE- 





VISION AGE articles and special features have 


been sold during the past 30 months. 


This is positive demonstration of the TELEVISION 
AGE editorial vitality ... proof of the depth in 
which TELEVISION AGE serves the television 





business. 
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Here is a partial list of subjects covered during the past two-and- 
a-half years by TELEVISION. AGE, and made available in reprint 


form: 


Co-op Advertising and Tv 


Ft. Wayne Study (what happens when Tv comes to town) 


Up They Go (small agencies and Tv) 

Daytime Tv 

How to Rate Ratings 

Eisenhower, Tv President 

Kenyon & Eckhardt (agency profile) 

The Missing Giant (Tv and department stores) 
The ARB Story 

Tv Timebuyers of the U. S. (published annually) 
Taxes and Tv 

Facts on Color Tv 

General Foods on the March 

Are Timebuyers Obsolete? 

Fall Film Outlook 

General Motors (how Iv fits in sales drive) 
What Price Film Commercials 

Courting the Law (Bar Association on Tv) 
Procter & Gamble story 

In the Public Interest (report on public service) 


What's Wrong with Rate Cards? 


Put a Head on Sales (brewers’ use of Tv) 


Rich Rural Markets (Tv and farm programming) 
Product Group Success Stories . . . 
Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 
Drugs & Remedies 
Gasoline & Oil 
Shoe Stores & Manufacturers 
Farm Implements & Machinery 


Electric Power Companies 











Spot (Continued from page 59) 


another effort in the fall. Miss Lee Oakes is 
the timebuyer. 


MAX FACTOR & CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


Even though the company has not made 
final decision on whether or not to continue 
its co-sponsorship over NBC-TV of 
Noah’s Ark, it went ahead with a spot effort 
in 35 top Factor markets. The schedules 
consist of nighttimes only and are largely 
minutes in late movies, with some 20's 

in A line where available. The campaign 

is slated to run through the year but that, 
and also whether it is extended, depends 
on the decision regarding the network 

show. Jan Gilbert is the timebuyer. 


FALSTAFF BREWING CO. 
(Dancer-Fitzgerald-Sample, 
N. Y.) 


Inc., 
This firm’s 7l-market presentation of 
MCA-TV State Trooper is set to start in 
late January or early February and in 


91 per cent of the markets has cleared 
A time. Frank Howlett is the timebiayer. 


J. N. FILBERT CO. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The 1957 campaign for MRS. FILBERT’S 
MAYONNAISE will be getting started 


shortly; a radio effort has already begun. 
Tom Odea is the timebuyer. 


FLAV-R-STRAWS, INC. 
(Ruthrauff & Ryan, Inc., N. Y.) 


Some new spot action is coming up from 
this firm, but for the present it is 
holding on to its current schedules. Vince 
De Luca is the timebuyer. 


FORD MOTOR CO. 
(J. Walter Thompson Co., N. Y.) 


The decision on FORD TRUCKS at this 
point is a short but heavy campaign 
starting around the first of February. 
Buying is being done by the agency’s 
Ford Dealer Group: Richard Branigan, 
Paul Campbell, Ed Green, Robert Hadley, 
Richard Joseph and Michael LaTerre. 

(See Agency Timebuying Assignments in 
Dec. 3, 1956, Spot Report.) 


FRITO CO., WESTERN 
DIVISION 
(Ruthrauff & Ryan, Inc., L. A.) 


There is some new activity on the west coast 
for Frito. J. H. Weiser, vice president 
and Pacific Coast manager, is the contact. 


GENESSEE BREWING CO., INC. 
(Rogers & Porter Advertising, 
Rochester ) 


The company will be placing a new 15- 
minute series, Field & Stream, in the 








WCDA-B Albany 
WAAM | Baltimore 
WBEN-TV | Buffalo 
WIRT | Flint 
WEMY-TYV | Greensboro 
WTPA | Harrisburg 
WDAF-TV | Kansas City 
WHAS-TVYV | Louisville 
WTMJ-TV | Milwaukee 
WMTW | Mt. Washington 
WRVA-TVYV | Richmond 
WSYR-TV | Syracuse 
The only 
exclusive TV 
national 
representative 
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Harrington, Righter and Parsons, Inc. 


NEW YORK, CHICAGO, SAN FRANCISCO, ATLANTA 
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Turn to Tv 


With sharp competition and 
heavy promotion among Phila- 
delphia banks, the Federal Sav- 
ings & Loan Associations in the 
area have turned to television for 
the first time. 

The 67 S&L Associations are 
scheduling a saturation spot 
campaign on wRCcv-Tv. Ecoff & 
James, the placing agency, be- 
jieves that tv will afford a more 
uniform coverage in the four- 
county area where member as- 
sociations are located. 

Fourteen 10-second and one- 
minute spots a week will be used 
for a month followed by alter- 
nate weeks the following month. 
Message impact will hold up dur- 
ing the second month’s lighter 
schedule, the agency feels. 











following upstate New York markets: 
Binghamton, Buffalo, Plattsburgh. 
Rochester, Schenectady, Syracuse, Utica 
and Watertown. David Curtin, tv-radio 
director, is the contact. 


GREYHOUND. CORP. 
(Maxon, Inc., Chicago) 


Greyhound has a newly formed Greyhound 
U-Drive-It division, which Maxon has just 
taken on. It already has locations in 

New York, Chicago, Detroit, Cleveland 
and Miami and will move into other major 
cities as.soon as possible. Spot has a good 
chance of getting a good ride in this 
division’s advertising activity. Ray C. 
Stricker, vice president and account 
supervisor, is the contact. 


THEO. HAMM BREWING CO. 


(Campbell-Mithun Advertising, Inc., 
LE a.) 

This beer firm has added some western 
markets. Ernest Andrews, tv director, 

is the contact. 


G. HEILEMAN BREWING CO. 
(Earle Ludgin & Co., Chicago) 


The company plans to increase its 
schedules. It is now in some 18 markets 

in Illinois, lowa, Minnesota, Nebraska, South 
Dakota and Wisconsin. Ruth Babick 

is the timebuyer. 


HEKMAN BISCUIT CO. 
(George H. Hartman Co., Chicago) 


There is talk here about adding 
programs in some Michigan and Ohio 
markets. Virginia Caldwell is 

the timebuyer. 


(Continued on page 64) 











alive today! .. . like 400,000 other Americans cured of cancer 


who went to their doctors in time 


Let’s give our doctors a chance. Thousands of Americans are 
being cured of cancer every year. But too many are losing 
their lives needlessly because they failed to consult their 


doctors when the disease was in its early . . . and therefore , 
American 
more curable . . . stage. C Pil 
Form the life-saving habit of a head-to-toe physical et ee 


checkup once a year. For men, this should include a chest 
x-ray; for women, a pelvic examination. Make it a habit 


... for life. 
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Spot (Continued from page 62) 


HOLIDAY COFFEE CORP. 
(Charles F. Hutchinson, Inc., Boston) 


The agency has just taken over this account 
and announces plans for use of tv 

and other media throughout New England 
and major markets on the east coast. 
Helen C. Horrigan, media director, is 
the contact. 


INTERNATIONAL CELLU- 
COTTON PRODUCTS Co. 
(Foote, Cone & Belding, Chicago) 


For KLEENEX the company is adding 
some markets, using day and night minutes 
and 20’s for 13 weeks starting in 

February. Vera Tabloff is the timebuyer. 


JOANNA WESTERN MILLS CoO. 
(Hanson & Hanson, Inc., Chicago) 


This maker of window shades, drapery, 
upholstery and wall-covering fabrics 

is looking in all areas of the country for 
daytime local personality and feature-film 
shows. Robert Hardy is the timebuyer. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 
IMPERIAL MARGARINE is now in about 


50 markets, and it is continuing to 
expand, Penny Simmons is the timebuyer. 


LIEBMANN BREWING CO. 
(Foote, Cone & Belding, N. Y.) 
The brewer of RHEINGOLD is getting 





Emerson “Tim” Elliott has been ap- 
pointed director of media at Ogilvy, 
Benson & Mather, Inc., N. Y. 


ready to exercise its rights to present ABC 
Film Syndication’s Code 3 in the east. 
(See February 1956 Spot Report.) The 


“ company has the franchise in 12 


eastern markets, but it may not necessarily 
run the film series in all of them. It, 
however, does intend to get started in the 
spring. Peter Bardach is the 

timebuyer. 


LIGGETT & MYERS 
TOBACCO CO. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


For L & M the company has started 
adding to its continuing schedules in a 
few major markets. The company will keep 
on picking up new markets in the early 





Billings Up 





The three independent tele- 
vision stations of RKO Teleradio, 
relying mainly on feature-film 
programming, averaged a 23-per- 
cent increase in billing for 1956. 
The company’s entire broadcast- 
ing empire, consisting of six tv 
and seven radio stations, re- 
corded gross time sales in 1956 
of $5.6 million above those of 
the previous year, according to a 
year-end statement by Thomas F. 
O'Neil. 

Referring to the record of the 
independent tv stations, Mr. 
O'Neill commented, “If anything 
more were needed to demonstrate 
the competitive programming 
power of high-quality feature- 
film product, the record of these 
three stations certainly supplies 
it.” The stations are wor-Tv New 
York, KHJ-Tv Los Angeles and 





CKLW-Tv Detroit-Windsor. RKO 
Teleradio also owns video out- 
lets WNAC-TV Boston, WHBQ-TV 
Memphis and wEAT-Tv West 
Palm Beach. Of the firm’s net- 
work affiliated operations, WNAC- 
TV made the most outstanding 
showing, the year-end summary 
stated. 

Mr. O’Neil reported that the 
seven radio stations did very well 
in 1956, demonstrating a “great 
upsurge of advertiser interest in 
radio.” An average gain in bill- 
ings of 12 per cent was recorded 
by the RKO Teleradio stations 
(New York, Los Angeles, Bos- 
ton, Detroit-Windsor, Memphis, 
West Palm Beach and San Fran- 
cisco). In some of the larger 
markets the gain 
ranged as high as 30 per cent, 
Mr. O’Neil pointed out. 


in billings 

















DONALD FOOTE, formerly time- 
buyer at Erwin, Wasey & Co., New 
York, has joined Young & Rubicam, 
Inc. At press time, his assignments 
were not definite, but he will likely 
work into those formerly handled by 


Ed Byrne, who is retiring (see “rv ACE, 
Dec. 31, 1956). 


SOL ISRAEL, assistant timebuyer 
on Philip Morris at N. W Ayer & 
Son, New York, has been promoted 
to succeed ELAINE OGLE, who is 





from business. Mr. Israel 
will buy for Armour, electric com- 
panies and Avis Rent-A-Car System, 
among others. 


retiring 


CHARLES MILLARD, timebuyer 
at Dancer - Fitzgerald - Sample, Inc., 
New York, has been named to work 
with Martin Bruehl on the L&M 
account. He fills the vacancy left by 
Lionel Furst, who resigned to join 
Burke-Stuart Co., representatives. 


FRANK CLAYTON, associate media 
supervisor at Leo Burnett Co., Chi- 
cago, joins Gardner Advertising, St. 
Louis, as media supervisor. At Bur- 
nett, Mr. Clayton worked on Bauer & 





cusaneananenntaate ooenrnatnnte, 


Personals 
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Black, Blue Jay, Hoover, Marlboro 
and Charles Pfizer Co. 


JACK NEWELL, media buyer at 
Batten, Barton, Durstine & Osborn, 
Inc., New York, has been transferred 
to the agency’s Los Angeles office as 
media director. Mr. Newell has been 
with BBDO since 1951, serving first 
as manager of the media research 
department. 


CARL GYLFE, formerly with Leo 
Burnett Co., Chicago, has been 
appointed media director by Cunning- 
ham & Walsh, Inc., that city. In 
another C&W appointment _ there, 
ELINOR FAHRENHOLZ,  writer- 
producer, has been promoted to tv- 
radio director. 

Three west-coast vice presidents 
have been named by Dancer-Fitz- 
gerald-Sample, Inc., New York: 
BETTY O’HARA, Hollywood, and 
LAWRENCE D. DUNHAM and WIL- 
LIAM PATTEN, San Francisco. 


JACK BRISTOW, vice president of 
Batten, Barton, Durstine & Osborn, 
Inc., Cleveland, has been named 
manager of that office, succeeding 
ELMORE E. HARING, who is re- 
tiring after 22 years with the agency. 
Mr. Bristow recently moved to Cleve- 
land after serving for several years in 
the agency’s Buffalo office. BBDO, 
Cleveland, services General Electric 


lamp division, B. F. Goodrich Co. 
and Wildroot Co., among others. 


CHET SIMMONS, who works on 
the Falstaff account at Dancer-Fitz- 
gerald-Sample, Inc., New York, was 
married Christmas weekend. 








months of the year, using mostly minutes 
and 20’s. Martin Bruehl and Charles 
Millard are the timebuyers. 


NATIONAL CARBON CO. 
(William Esty Co., Inc., N. Y.) 


The company’s tv appropriation is pretty 
much taken up by its participation in 
ABC-TV’s Omnibus. However, for 

its FLASHLIGHTS and BATTERIES it 
might be using spot to fill in where 

the network doesn’t reach. Robert Krisso 
is the timebuyer. 


NATIONAL SHOE CO. 
(Emil Mogul Co., Inc., N. Y.) 


Firm has renewed its Children’s Theatre, 
one-hour show over wrca-Ttv New York 

and will most likely be renewing in its 
other markets. Joyce Peters is the timebuyer. 


PENICK & FORD, LTD. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


Schedules for COCOMALT are now 
running in and around kid shows in several 
selected markets. These will be continued 

in 1957, and there is a good chance that 

the coverage will be extended soon. Ted 
Wallower is the timebuyer. 


PURE OIL Co. 
(Leo Burnett Co., Inc., Chicago) 


There will be fairly heavy spot activity here. 
The agency is looking at several ideas 

but is known to like sports shows 

and special sporting events. However, the 
company’s placements will pretty much be an 
individual market situation and will be 
determined by recommendations of 

those concerned in each area, with Burnett 
in Chicago sitting on top of the 

activity. Harry Furlong is the timebuyer. 


(Continued on page 66) 
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built tte AUTOMOBILE 
...and 


WW JI-TV 


Detroit saw its first 
automobiles in 1896, 
thanks to the vision of 
Charles _B. King and 
Henry Ford. 


The horseless carriage, with its promise of new 
pleasure and convenience for millions, created a faith that 
fathered one of America’s most important industries. 


WW4J-TV, with its consistent leadership and emphasis on 
quality, has given Detroiters another well-founded faith— 
faith that dialing Channel 4 provides the finest in television 
entertainment, complete and objective news coverage, out- 


standing community service features . . . all in good 
taste, always. 


Seeing is believing to the great WWJ-TV audience— 
a priceless advantage to every advertiser. 


ASSOCIATE AM-FM STATION WWJ 





Furst in Michigan - owned & operated by The Detroit News 


National Representotives Peters, Griffin, Woodward, Inc 
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Joel L. Martin, director of media & 
research at Emil Mogul Co., Inc., 
N.Y. has been made a vice president. 


Spot (Continued from page 65) 
REVLON, INC. 


(several) 


There should be considerable spot activity 
from Revlon following the cancelling of 

its NBC-TV show, Can Do. George Abrams, 
vice president in charge of advertising 

at Revlon, told TELEVISION AGE: “We are 
considering spot, but network is not out. 
And it may be that we will do both. 

We should know soon.” He went on to 
explain that the company was looking at 
several feature-film buys with the 
possibility of half-sponsorship in some 
markets. The company might come up with 
feature-film buys in as many as 30 

markets, with the various Revlon products 


sharing. 


HELAINE SEAGER, INC. 
(Dunnan & Jeffrey, Inc., N. Y.) 


For PINK ICE the company is continuing 
its present big spot line-up, but 

it expects to be adding more before long. 
Conrad Roth, account executive, 

is the contact. 


SHELL OIL CO. 
(J. Walter Thompson Co., N. Y.) 


Shell is keeping its 1956 schedules in 
around 50 markets for the present. Budget 
review is coming up soon. It is expected 
that there will be an extension of the market 
list. Gordon Dewart is the 

timebuyer. 


TIME INC. 
(Young & Rubicam, Inc.,.N. Y.) 


The company is ready to go through 
another of its series of one-week campaigns 
for Life. The first one gets under way 

at the end of January in about 20 to 25 
eastern markets. There are usually four 

of these campaigns, and the other three 
weekly efforts will come later in the 
spring. The schedules contain minutes, 
20’s and ID’s, both day and night. 
Frank Grady and Clara Haber handle 
the buying. 


W. F. YOUNG, INC. 
(J. Walter Thompson Co., N. Y.) 


The campaign for ABSORBINE JR. started 
on Jan. 1 in the following 17 markets: 
Buffalo, Columbus, O., Dayton, Detroit, 
Grand Rapids-Kalamazoo, Indianapolis, 
Kansas City, Los Angeles, Memphis, 
Milwaukee, Nashville, Omaha, Philadelphia, 
Providence, Savannah, St. Louis and 
Washington. Frank Marshall is the 
timebuyer. 











WATCH WTCN-TV 
... Where BIG things are happening! 


WTCN-TVChaneZ 11 





ABC Network MINNEAPOLIS-ST. PAUL 


Represented Nationally by the Katz Agency, Inc. 
Affiliated with WFDF, Flint; WOOD AM&TV, 316,000 watts 
Grand Rapids; WFBM AM & TV, Indianapolis 
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WOOD...0-TV (BIG Tit/ 


A mighty big spoonful . . . you bet! It’s the 410-million dollar helping 
of food this husky, fast-growing market is currently putting on its 
tables. So come over and try the fare. We'll spoon up a generous share 
for your product. Western Michigan . . . now the country’s 18th 
television market . . . is YOURS when you buy WOOD-TV, Grand 


Rapids’ only television station. Ask to see our menu. 


GRAND RAPIDS, MICHIGAN 
GRANDWOOD BROADCASTING COMPANY ¢ NBC BASIC; ABC SUPPLEMENTARY *® ASSOCIATES: WFBM-AM 
AND TV, INDIANAPOLIS: WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ REPRESENTED BY KATZ AGENCY 
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Cof; Ce (Continued from page 45) 


ing a sponsor of Coffee Time we have 
had many favorable comments from 
our customers—both old and new. 
Sales of our Early Dawn coffee have 
certainly increased, proving that our 
association with WSAZ-TV is not only a 
pleasant one but a profitable one as 
well. That’s a combination hard to 
beat.” 

A few typical national spot and local 
users are listed below in alphabetical 
order with some of the pertinent facts 
on their television advertising. 

e C. W. Antrim Co., distributor of 
Old Mansion coffee, uses television in 
its southern marketing area. Currently 
the company has five ID’s weekly in 
Class A time on wncT Greenville and 
two to three spots each week on WSLS- 
tv Roanoke. 

e Boyd Coffee Co., a distributor in 
the Idaho area, is using announcements 
and ID’s in Class A time on KBOI-TV 
KID-TV Idaho Falls, KLIX-Tv 
Twin Falls and KBes-tv Medford. 

e Cains Coffee Co. advertises its 
instant and regular coffee with daytime 
participations and announcements on 
KWTV and wky-Tv Oklahoma City and 
on KAKE-TV, KARD-TV and KTVH, all in 
Wichita. Schedules of two and three 


Boise, 





Petry (Continued from page 48) 


gram are concerned with research, 
learning how to read a rating report 
and developing a basic understanding 
and evaluation of ratings, and the 
final ten days are earmarked for in- 
struction in office procedure—filing, 
handling makegoods, processing con- 
tracts, initial work orders, half-sheets 
and confirmations—and in general ac- 
quiring knowledge of how Petry busi- 
ness is handled and developed. 

That this secretarial-training idea is 
not only logically sound in theery but 
gratifyingly productive in practice has 
already been proven to Petry execu- 
tives by Maureen Reagan, pictured on 
page 48 along with key people in the 
program’s operation. With the firm for 
about ten months, and one of the first 
girls to take the course. Miss Reagan, 
now secretarial assistant to Jim Eshle- 
man, salesman and eastern radio sales 
manager, recently effected on her own, 
and in the absence of her boss, a sale 
of sizable proportions. 


Chart 


Wks. Swift & Co.; Fri.—Swiftt & 
Co.; Fri.—10:30-45 a.m 
Johnson Alt. Wks 
Lever; 11-11:15 
a. 
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Johnson 

Valiant Lady 12-12:15 p.m. Mon. - 
Standard Brands; Tue. Wesson Oil; 
Wed.—Gen. Mills; Thu.—Toni; Fri.- 
Gen, Mills 

House Party 2-30-45 p.m. Mon., Wed.. 
Fri.—Lever; Tue., Thu.—Kelloge. 2:45-3 
p.m. Mon.—Campbell; Tues.—Pillsbury ; 
Wed.—Simoniz; Thu.—Pillsbury; Fri 

rift. 


NBC—*‘‘Producers’ Showcase,”’ (every 
fourth Monday, 8-9:30 p.m.); ‘The 
Saturday Night Spectacular.’’ (every 
fourth Saturday, 9-10:30 p.m.; “‘Hall 
mark Hall of Fame’ (five 90-minute 
dramas on Sundays and one on Wednes 
day evening). 





spots a week are maintained. 

e Duncan Coffee Co. has been a 
consistent spot television sponsor for a 
number of years in the southwestern 
and south central areas. A budget of 
some $600,000 annually is devoted to 
spot television. Tracey-Locke Co., Dal- 
Clay W. 


Stephenson as account executive. The 


las, is the agency, with 
company uses night minutes for the 
most part. 

During the third quarter Duncan 
Coffee advertised its Admiration brand 
instant and regular on KNOE-Tv Mon- 
roe, KSLA-TV Shreveport, KFDM-TV 
Beaumont, KTBC-TV Austin, WFAA-TV 
and KRLD-Tv Dallas, KGBT-Tv Harlin- 
gen, KPRC-TV Houston, KTRE-Tv Luf- 
kin, KENS-TV and Woal-Tv San An- 
tonio, KCEN-TV Temple, KLTv Tyler 
and KRGV-TV Weslaco. 

Maryland Club instant and regular, 
during the same period, used spots on 
KFSA-TV Fort Smith, KARK-Tv Little 
Rock, Kswo-tv Lawton, Kvoo-Tv and 
KOTV Tulsa, KWTV and wky-tv Okla- 
homa City, KPAR-TV and KRBC-TV 
Abilene, KFDA-TV and KGNC-Tv Ama- 
rillo, KTBC-TV Austin, KFDM-Tv Beau- 
mont, KBST-TV Big Spring, KRLD-TV 
and wFaAa-Tv Dallas, KRoD-Tv and 
KTSM-TV El] Paso, wBap-Tv Ft. Worth, 
K¢BT-TV Harlingen, KpRC-Tv Houston, 
KCBD-TV and KDUB-Tv Lubbock, KTRE- 
TV Lufkin, Kosa-Ty Odessa, KTXL-TV 
San Angelo, KENS-TV and WOAI-Tv San 
Antonio, KCEN-Tv Temple, KLTv Tyler, 
KRGV-TV Weslaco, KFDX-TV and KSyYD- 
TV Wichita Falls, Kos-rv Albuquerque 
and Ksws-Tv Roswell. 

During the third quarter Duncan 
Coffee is estimated to have spent $178,- 
400 on spot television. 

e J. A. Folger Co. spends more than 


half of its $3-million annual advertis- 
ing budget in spot. TvB estimates its 
tv expenditures during the past 12 
months at $1,673,500. Cunningham & 
Walsh is the agency, with Manuel 
Klein the timebuyer. 

Using 20’s and ID’s, the firm is 
active in a number of midwest mar- 
kets. During the third quarter Folger’s 
Instant was advertised on KABC-TV Los 
Angeles, KKTV 
Pueblo, K1p0-Tv Boise, wFrBM-Tv In- 
dianapolis, woSsM-TV Duluth, wcco-Tv 


Colorado Springs- 


Minneapolis, Ksp-Tv St. Louis, wiMa- 
tv Lima and Kprc-tv Houston. Both 
instant and regular are advertised on 
WALa-Tv Mobile, KARK-Tv Little Rock, 
KMJ-TV Fresno, KFsD-Tv San Diego, 
KPIX and KRON-TV San _ Francisco, 
KONA Honolulu, Kip-Tv Idaho Falls, 
KLIX-Tv Twin Falls, wis:i-tv Indian- 
apolis, WTCN-TV WJTV 
Jackson, KRCG-TV Jefferson, KOOK-TV 
Billings, wow-tvy Omaha, Kv0o-TV 
Tulsa, KPTV Portland, wHBQ-Tv Mem- 
phis, KTBC-TV Austin, KCOR-Tv San 
Antonio, KSyD-Tv Wichita Falls, KsL- 
TV and KTVT Salt Lake City and Komo- 
TV Seattle-Tacoma. 


Minneapolis, 


Folger’s regular is on KFSA-TV Fort 
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Memo (Continued from page 55) 


A. It helps to prepare for such a 
shift, if it is found feasible, by encour- 
aging production and sale of all-chan- 
nel receivers. 

Q. Would the present tv 
standards be changed? 

A. Not 
but they would be revised if findings 
of the TASO program should warrant. 

Q. What happens to the present al- 
location table? 

A. It would be abolished and sta- 


mileage 


for the immediate future, 


tion applications accepted on the basis 
of conformity with engineering stand- 
ards. 

Q. What happens to dormant ty 
permits? 

A. They would have to be forfeited 
unless their holders decide to con- 
struct. 

A. Does the plan affect the educa- 
tional tv reservations? 

A. Yes. They would be eliminated. 
However, the Commission would give 
special consideration to educational 
institutions planning non-commercial 
stations. 
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Co CC (Continued from page 71) 
iV 


Smith, KRcA Los Angeles, KGo-Tv San 
Francisco, WEAR-TV Pensacola, KIDO- 
TV Boise, wcia Champaign, WREX-TV 
Rockford, wKjc¢-tv Ft. Wayne, WHAs- 
TV Louisville, KNOE-Tv Monroe, wpar- 
TV Kansas City, Kmtv Omaha, Ksws- 
TV Roswell, wsns-tv Columbus. 
wspb-Tv Toledo, Kotv Tulsa, WLAC-TV 
and wsM-Tv Nashville, KFDM-Tv Beau- 
mont, KRDL-TV Dallas, wBAp-tv Fort 
Worth, Kosa-tvy Odessa, woal-tv San 
Antonio, KFDX-Tv Wichita Falls, wsaz- 
TV Huntington, weau-tv Eau Claire 
and WKOwW-TV Madison. 

e Chock Full O’Nuts is active in the 
New York area with Grey Advertis- 
ing Agency, N. Y., handling the ac- 
count. Joan Stark is the timebuyer. 
The account is particularly interested 
in weather and news programs. Typical 
of the format which the company pre- 
fers is the Ken Roberts Weather Show 
on WRCA-TV from 11:10 to 11:15 p.m. 
It has sponsored this show for a num- 
ber of years. The company also has 


TV 
Pin-Up 
Mit 


CINDY, OH CINDY! 


Recorded by 
EDDIE FISHER 
VINCE MARTIN 
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Glory 


Published by 
BRYDEN MUSIC, INC. 
E. B. MARKS MUSIC CORP. 
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Lawrence C. Gumbinner Advertising has recently signed with WKNB-TV New 
Britain for a Savarin Saturday Night News show on the station. Show will be 
sponsored by S. A. Schonbrunn for its Savarin coffee and will be patterned after 


the high-ranking show of the same name on wrca-tv New York. Both shows 


appear in the 11-11:15 p.m. Saturday night slot. Shown working out details are 


(l. to r.) Morton Kasman, producer in the radio-tv department of the Gumbin- 
ner agency, Al Kennedy (seated), newscaster for WKNB-TV; David Scott, general 
manager of the station and Paul Gumbinner, director of radio and television for 


the agency. 


spot commitments on stations through- 
out the area. 

e The James C. Gill Co., distributor 
of both instant and regular brews, is 
active on stations throughout its south- 
eastern distribution area. The com- 
pany uses participations and ID’s on 
stations generally and, in addition, 
sponsors 30-minute syndicated shows 
in a number of markets. 

Gill sponsors the MCA-TV film syn- 
dication, Dr. Hudson’s Secret Journal, 
on WNCT Greenville. On wTar-Tv Nor- 
folk it buys Sherlock Holmes and on 
wBTv Charlotte the Ziv series, | Led 
Three Lives. In Lynchburg on WLvA- 
TV it sponsors Grand Ole Opry. Other 
stations on which spots are used in- 
clude wrop-tv Washington, WSVA-TV 
Harrisonburg, wsoc-Tv Salisbury, 
witN Washington, N. C., WFMyY-Tv 
Greensboro and wrsc-tv Greenville. 

e Martin L. Hall Co., distributor of 
Victor instant and regular coffee, has 
found spots effective in its New Eng- 
land market. ID’s and participations 
are used wcsH-Tv Portland and 
WNAC-TV Boston. 

e Hill Bros. Co. budgets around $1.2 
million for its television campaign on 
behalf of its line of regular and in- 


on 


stant coffees. During the third quar- 
ter of 1956 some $174,000 was spent 
on 26 television stations. N. W. Ayer 
& Son, San Franeisco, is the agency. 

In introducing its new instant coffee 
in the California markets, spot is being 
used heavily by Hills, with Carl Zach- 
risson, vice president of the Ayer San 
Francisco office, handling the drive. 

Stations used during the fall cam- 
paign include: KERO-Tv Bakersfield, 
KJEO-TV Fresno, KNXT and KTTV Los 
Angeles, KFMB-TV San Diego, KGO-Tv, 
KPIX and KRON-Tv San Francisco, KLZ- 
TV and KOA-Tv Denver, WBBM-TV and 
WNBQ Chicago, WREX-TV Rockford, 
WJBK-TV and wwJ-Tv Detroit, WKZo- 
tv Kalamazoo, wpsM-Tv Duluth, 
KSTP-TV and wcco-Tv Minneapolis, 
wsw-tv Cleveland, KoIN-Tv Portland, 
KSL-TV Salt Lake City, KING-TV and 
KTNT-TV Seattle-Tacoma and WISN-TV 
and wTMJ-Tv Milwaukee. 

e Hoffman & Hayman Coffee uses 
the three San Antonio stations, KENS- 
TV, KCOR-TV and WOAI-TV in that mar- 
ket to promote its instant and regular 
blends. ID’s are used in both day and 
night segments. 

e J. F. G. Coffee uses 1D’s and an- 
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Wall Street Report 


Time’s Tv Expansion. Time Inc.— 
generally accepted as the most success- 
ful publishing venture of modern times 
—is preparing to broaden its interests 
in the tv field. 

It plans to pay $15,750,000 to ac- 
quire the tv and radio stations—except 
one — of Consolidated Television & 
Radio Broadcasters, Inc. There’s a 
touch of irony in the move, since Time 
is stepping in where Crowell-Collier 
failed. 

For Consolidated stockholders, 
Time’s offer, although less than the 
$16 million offered by C-C, works out 
to about $20 per share, compared with 
$19.50 on the C-C basis, and leaves 
the Flint radio station as an asset. 
Because of the limitation by the FCC 
of five vhf stations, Time, which al- 
ready has three tv stations in its hold- 
ings, will dispose of its interest in one 
of them. It’s anticipated that Time will 
sell its 50-per-cent interest in station 
KOB-TV Albuquerque, probably to 
some of the Bitner family interests. 

This would leave Time with wre- 
TV and WFBM radio in Indianapolis, 
WTCN and WTCN-TV in Minneapolis, 
woop-Tv and woop in Grand Rapids, 
KLZ-TV in Denver and KTvT in Salt 
Lake City. The Denver station is an 
outstanding unit in Time’s group, and 
the Minneapolis and Indianapolis out- 
lets are choice stations in the Con- 
solidated package. 

Just what steps Time would take to 
improve or expand its position is de- 
batable, but there’s little doubt that, 
based on its past record, it will stop 
at its present level. It might seek to 
obtain the maximum of seven units by 
acquiring two uhf stations. It may in- 
vest in some equipment-making phase 
of television and might be expected to 
enter program production, since it has 
a vast reservoir of reporting and writ- 
ing talent at its command. 


Revenue and Profit. [n 1955 Time 
had gross revenues of $200,181,865 
and a net profit of $9,195,588, equal to 
$4.72 per share on the 1,949,619 
shares outstanding. 

In the first half of 1956 the revenue 
climbed to $110,960,300, up by $14 


million over the comparable 1955 
period. Profits hit $8,627,300, or $4.43 
per share, compared with $4,674,700, 
or $2.40 per share, for the first half 
of 1955. Obviously, Time in 1956 will 
show a sharp jump for the year, with 
revenues expected to top $250 million. 
The profit picture will be unusually 
distorted by the fact that in the first 
half Time liquidated its investment in 
the Houston Oil Co., realizing a cap- 
ital gain of $15,113,700. This profit 
boosted Time’s total first-half profit 
to $23,741,000. 

The financial community estimates 
that with the acquisition of the Con- 
solidated tv and radio stations Time 
should be able to add another $1 mil- 
lion to its profits after taxes. And this 
is conservatively estimated, since it 
does not take into account the depre- 
ciation that can be charged off by 
Time after the purchase. Thus the Con- 
solidated acquisition would add 50 
cents to 75 cents per share to Time’s 
earnings as presently calculated. 

In 1956, Time’s common stock, an 
over-the-counter issue, ranged from a 
low of $54 per share to a high of $78 
per share. As 1956 closed its ticker- 
tape machines, Time’s common was 
quoted at $67.50 offered and $71 per 
share asked. 


Consolidated P.S. Meanwhile, there’s 
a footnote to add to Consolidated tv 
history. As noted, Crowell-Collier’s at- 
tempt to purchase Consolidated fizzled 
when it could not raise the money 
needed. Now the Securities and Ex- 
change Commission has started an 
investigation of C-C’s sale of $4 mil- 
lion of debentures and its convertible 
features between February and August 
1956. The Commission stated it had 
“reason to believe” annual and cur- 
rent reports filed by the publishing 
concern were “false and misleading.” 

The question raised by the SEC is 
whether the management fully dis- 
closed the contingent liabilities aris- 
ing from the sale of the securities. The 
SEC may also claim that the deben- 
tures were not properly registered. 

It’s possible that in this inquiry 
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Coffee (Continued from page 72) 


nouncements throughout its territory. 
During the third quarter the firm was 
active on wWsB-TV Atlanta, WDEF-TV 
Chattanooga, WJHL-Tv Johnson City, 
wcus-Tv Charleston, W. Va., WSAZ-TV 
Huntington, wLos-tv Asheville, WATE- 
TV Knoxville and wuis-tv Bluefield. 

e M. J. B. Coffee is an active tele- 
vision advertiser, using 23 stations 
during the third quarter. The account 
is handled by BBDO, San Francisco, 
with Betty Share the timebuyer. The 
company buys ID’s, announcements 
and participations in both day and 
night segments. 

Among the stations used during the 
last quarter were: KMSO-TV Missoula, 
KOLO-TvV Reno, KoTA-tTv Rapid City, 
KERO-TV Bakersfield, KIEM-Tv Eureka, 
KMJ-TV Fresno, KNXT Los Angeles, 
KFMB-TV, KFSD-TV and XETV San 
Diego, KGO-TV, KPIX and KRON-Tv San 
Francisco, K1D-Tv Idaho Falls, Koox- 
Tv Billings, KFBB-Tv Great Falls, KLOR, 
KOIN-TV and KpTv Portland, KSL-TV 
Salt Lake City, Kvos-tv Bellingham, 
KING-TV, KOMO-TV and KTNT-TV 
Seattle-Tacoma, KFBC-TV Cheyenne, 
KABC-TV, KRCA and KTTv Los Angeles, 
KIDO-TV Boise, KLIX-Tv Twin Falls and 
KBES-TV Medford. 

e Nash’s instant and regular coffee 
WCCO-TV 
Minneapolis, KTVH Wichita, KFYR-TV 
Bismarck, KELO-TV Sioux Falls, wEAu- 
Tv Eau Claire, wKst La Crosse and 
KROC-TV Rochester. 


carries spot television on 


Old Judge on Tv 
e Old Judge Coffee Co. has become 


an important advertiser in the mid- 
west, using television as its basic ad- 
vertising medium. The campaign, 
created by Hirsch, Tamm & Ullman, 
St. Louis agency, centers around Ca- 
lypso Susie, a cartoon character. The 
catchy jingles which are a basic part 
of the drive have caught on with tele- 
viewers throughout the midwest area 
and are credited with sharp increases 
in Old Judge coffee sales throughout 
the market area. 

During the third quarter Old Judge 
used the film spots on weciA Cham- 
paign, WGEM-TV Quincy, WHAS-TV 
Louisville, Komu-Tv Columbia, wFBM- 
Tv Indianapolis, KHQA-Tv Hannibal 
and KRCG-TV Jefferson. 

Paxton & Gallagher, distributor of 
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Terrytoons created and designed the 
P. J. Tootsie commercials for Sweets 
Co. of America. 


b : 
Toons (Continued from page 47) 


changeover. 
The New Rochelle facilities include 
recording equipment and 


studio, complete optical equipment, 


complete 
p 


carpenter shop, projection room in- 
cluding a CinemaScope screen, film 
vaults, seven animation cameras, fully 
equipped dark rooms for developing 
and printing, animation, editing and 
conference rooms and offices. All in 
all, there are now over 100 full-time 
employees at Terrytoons. It is the 
proud boast of the company that “a 
request can come in the front door 
and a finished film can go out the back 
door.” 

And as Terrytoons starts its second 
year of television activity, it is con- 
fidently expecting to be doing a lot of 
opening of doors at its New Rochelle 
studios. 





Butternut Coffee, is a major television 
user, having spent around $166,000 
for spot during the months of July 
August and September alone. The 
budget is increased during the winter 
months. 

Each year the company plays Santa 
Claus to thousands of children who 
otherwise might be forgotten. One of 
its heaviest campaigns is over KOA-TV 
Denver, a station on which it is a 
charter advertiser. 

As a part of the Christmas campaign, 
Butternut coffee drinkers save their 
key strips and send them to the station. 
The coffee company sets aside cash 
for each strip, and the money is used 
to buy presents for homeless children 
throughout the 13-state area in which 
the company has distribution. 

In the campaign over KOA-TV Denver 
the final count showed 415 pounds 


of key strips, a total of 119,520 in- 
dividual strips, which came from 113 
towns and cities in the area. Three 
states and 42 counties were included 
in these KOA-TV returns. The total ex- 
ceeded the 1955 
pounds. 


collection by 47 


Butternut has recently renewed its 
KOA-TV contract for the fourth con- 
secutive year, buying a spot schedule, 
as well as sponsorship of Weatherman 
Bowman, Monday through Friday at 
10:10 p.m. 

Other stations used in its western 
market include KABC-TV, KRCA and 
KTTV Los Angeles, KFSD-TV and XETV 
San Diego, KcsJ-tv Colorado Springs- 
Pueblo, wrex-tv Rockford, KCRG-TV 
Cedar Rapids, KRNT-TV and WHO-TV 
Des Moines, KTVH-TV Wichita, wcco- 
TV Minneapolis, woaF-Tv Kansas City, 
KOLN-TV Lincoln, KMTV and WOW-TV 
Omaha, KoTA-Tv Rapid City and 
wTMJ-Tv Milwaukee. 


Luzianne in South 


e Wm. B. Reily & Co., distributor 
of Luzianne Coffee, is consistent in 
tv. During the third quarter the com- 
pany invested over $170,000 in the 
medium, and it spends about a half- 
million a year in spot. Walker Saussy 
Advertising, New Orleans; Heintz & 
Co., Los Angeles, and Roman Adver- 
tising, Baltimore, are agencies for the 
company. 

During the third quarter Reily was 
active on the following stations: WBRC- 


tv Birmingham, waALa-Tv Mobile, 
wsFa-TvV Montgomery, KTLA and 


KRCA Los Angeles, wrc-tv Washing- 
ton, WMBR-TV Jacksonville, WEAR-TV 
Pensacola, WFLA-TV and wTvT Tampa, 
WSB-TV and waGa-Tv Atlanta, WRBL- 
TV Columbus, wJBF Augusta, WMAZ-TV 
Macon, wctv Thomasville, WBRZ-TV 
Baton Rouge, KNOE-TV Monroe, wDsu- 
Tv New Orleans, WBAL-TV and WMAR- 
TV Baltimore, WTOK-Tv Meridian, 
wLos-Tv Asheville; wrMy-Tv Greens- 
boro, wBtv Charlotte, wrvp Durham, 
wNcT Greenville, witN Washington, 
N. €., wMrp-Tv Wilmington, wcsc-Tv 
Charleston, wBTW Florence, WFBC-TV 
Greenville, WDEF-tv Chattanooga, 
WJHL-TV Johnson City, WLVA-TV 
Lynchburg, wsLs-tv Roanoke, wWCHs- 
TV Charleston and wsaz-tv Hunting- 
ton. 

e The S. A. Schonbrunn Co., with 


its Savarin Coffee, is one of the heav- 











Final tabulation of the Butternut 
Coffee key strip campaign conducted 
over KOA-TV Denver. Viewers sent in 
the strips which were paid for by the 
coffee company, the money going to- 
ward buying gifts for homeless chil- 
the 13-state Midwest and 
Rocky Mountain area. Shown are (I. 
William MacCrystall, KOA-TV 
sales manager; Weatherman Ed Bow- 
man, KOA-TV 
sponsored by the coffee firm, and Del 
KOA-TV promotion-mer- 
chandising manager. 


dren in 
lo r.) 
weathercaster, who is 


Greenwood, 


iest users of spot television in the 
New York and Philadelphia areas, 
and gives the medium much credit 
for its position as “second only to 
Maxwell House” in the market. 

Leading effort of the firm, as men- 
tioned previously, is the Savarin Sat- 
urday Night News, shown in color at 
11-11:15 on wreca-Tv (New York). 
This highly rated summary of current 
events is presented each week by Bob 
Wilson. 

“After seven years, the success of 
the Savarin Saturday Night News 
speaks for itself,’ says Paul Gumbin- 
ner, director of television for the 
Lawrence C. Gumbinner Agency which 
handles the account. “It is the back- 
bone of our television advertising,” 
he adds. Schonbrunn spends the great- 
est part of its overall advertising 
budget in television. 

In addition the station uses spots 
on WRCA-TV and on other New York 
stations, including night minutes on 
wcss-Tv. Savarin sponsors the NBC 
Television syndication, The Great 
Gildersleeve, in a night segment on 
wNHc-Tv New Haven, and MCA-TV’s 
Headline, a 30-minute daytime show, 
on WCAU-TV Philadelphia. 

Contracts were recently signed for 
the 11-11:15 p.m. time slot on WKNB- 
Tv New Britain for a news show sim- 
ilar to the Savarin Saturday Night 
News, with Al Kennedy, newscaster, 
presenting the show. 


Ludgin (Continued from page 43) 


it comes side-by-side. We don’t want 
people to get used to our commer- 
cials.” 

The agency’s record for pattern- 
breaking, freshly told commercials is 
unusual, indeed. For instance, to con- 
vey cleanliness and coolness for 
another Curtis product, Stopette, the 
agency used waterfall scenes in Ja- 
maica, an underwater ballet in Florida 
and swimming and diving films shot 
in the south. Even 
Dorothy employed _ to 
dance out the Stopette message to 


modern dancer 


Jarnac was 


women viewers. 

For other products, the agency has 
devices like old-time 
replete with flicker effect; abstract car- 
toons with calliope music in the back- 


used movies, 


ground, and “foreign” films in which 
a bullfighter delivers the unmistakable 
message in Spanish, translated for the 
viewer in sub-titles. 

“That was a trick,” Mr. Ludgin ad- 


mits, “but it got us fairly instant 
recognition.” And, he might have 


added, imitation. 
Compelling Commercials 

The bullfighter commercial (and 
others in the same product’s series) 
drew instant bravos. They were made 
for W. F. McLaughlin & Co., makers 
of Manor House coffee, a strong-blend 
targeted at the male consumer. When 
the company introduced an _ instant 
version of its product, it achieved only 
token distribution among independent 
grocers; the shelves of major grocery 
chains were already 
other brands. 

Neither client nor agency .lacked 
courage in the face of formidable op- 
position, however. They decided to 
make compelling commercials, place 
them on a heavy spot schedule and sell 
the consumer directly. Result: chain 
stores were so swamped with customer 
requests that they made room for 
Manor House Instant Coffee on their 
shelves, and, three months later the 
brand took over the number two posi- 
tion in the important Chicago market. 
Since then, the campaign, intended 
only to introduce the new product, has 
proved it is also maintaining distribu- 
tion of the regular grinds. And Mc- 
Laughlin has become an all-tv client. 


jammed_ with 


Interestingly, the agency’s growth 
has come largely from such advertising 
successes. The budget of one client, for 
example, has risen from between $300,- 
000 and $400,000 to nearly $2 million 
in just three short years, thanks to 
proportionately increased sales. 

Yet Mr. Ludgin doesn’t like to in- 
crease advertising budgets in the 
“hope” of future progress. “All ad- 
vertising,” he explains, “is a hope. It 
can’t be defined beyond that. You pre- 
pare a campaign and hope it will ac- 
complish certain things.” He prefers 
billing increases based on client sales— 
proof that their advertising is working. 

“One of the things that concerns me 
very much about the advertising 
business is that agencies are reputed 
to push clients into artificial billing 
increases.” Not so at this agency. 

Similarly, he decries the agency that 
“goes out” to sell tv as a medium 
or a specific, corporately packaged tv 
program—to clients. Earle Ludgin & 
Co. recommends to the client only 
after the agency has been retained for 
some time and then only in terms of 
the client’s real sales needs. 

Consequently, Mr. Ludgin does not 
attribute his agency’s growth to tele- 
vision. “It accompanied, rather than 
caused, our growth.” 

While the house has expanded with 
its client-family, it has also, of course, 
acquired some totally new _ billing. 
When Aveo recently reversed corporate 
aims, for instance, Ludgin lost Crosley- 
Bendix home appliances. Within 60 
days, the agency had three new ac- 
counts, Easy washing machines, Zenith 
radio-television receivers and Len- 
theric perfumes. Significantly, two of 
them were practically unsolicited, as- 
signed because the client had known 
and worked with the agency before. 

What about future expansion of the 
agency? Mr. Ludgin smiles as he re- 
lates that 
some mysterious grasp of future events, 


other agencies have, by 
been able to chart growth in advance. 
Instead of speaking of that, he merely 
quotes John H. Willmarth, the agency’s 
executive vice president: “I just hope 
that when we get smaller, we get 
smaller gradually.” 

Mr. Ludgin, who asserts that “adver- 
tising is a fascinating business”—and 
means it—feels the first requirement 


ses 


for good advertising “is a good client. 


(Continued on page 76) 
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Ludgin (Continued from page 75) 
In television, we go sometimes by what 
the client expects to be. . . . We are 
grateful that we have pioneering clients 
who look ahead, are willing to accom- 
pany us.” 

Part of advertising’s fascination, he 
continues, is the chance it offers to 
create new business. In the past, this 
has sometimes meant a whole new in- 
dustry. 

But that story can be best told, per- 
haps, by the agency’s first client back 
in 1927, the Ozite Rug Cushion Co. 
Tanners had a problem at that time 
in disposing of the hair they scraped 
off hides. They were able to sell a 
small percentage of it for use as a 
cohesive agent in plaster, but they had 
to go to the trouble—and expense—of 
burying most of it in quicklime. The 
Mellon Institute, asked to develop 
further uses of the waste hair, sug- 
gested that it be made into under- 
cushioning for rugs. That was how 
the Ozite Co. was born. 

Mr. Ludgin was asked to help out 
on the advertising, and that was how 
Earle Ludgin & Co. was born. 


Yet there many marketing 
problems to solve: padding had to be 
produced in such large rolls that stor- 
age and shipment were difficult; pad 
ends required binding to prevent un- 
raveling. But the major hurdle was 
that the padding cost about 25 per cent 
as much as the carpeting under which 
it was to lie. The new agency helped 
solve these business equations so ef- 
fectively that Ozite became the first 
successful manufacturer of rug cush- 
ioning—and 


were 


remained a_ longtime 
client. 

Similarly, when the agency first ac- 
quired Stopette, its inventor, Dr. Jules 
Montenier, had a formula, a dummy 
bottle and assets to start production. 
But he didn’t have an established fac- 
tory, and his business, of course, had 
to be built from the ground up. First- 
year advertising was limited to $48.- 
000 and had to meet such established 
competition as Arrid, Fresh and Mum, 
to name a prominent few. The enor- 
mous success of Stopette and its ad- 
vertising campaign is now a part of 
business history. 

An important share of the agency’s 
success depends, of course, upon the 
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Tv vs. Magazines 


Spending on television (both 
network and spot) for the first 
nine months of 1956 exceeded 
magazine expenditures by more 
than $125 million. Norman E. 
(Pete) Cash, president of the 
Television Bureau of Advertis- 
ing, revealed this in a letter to 
the editor of MAB Briefs, a 
Magazine Advertising Bureau 
publication circulated among ad- 
vertisers and agencies. 





Mr. Cash’s letter was prompted 
by the absence of spot television 
figures in the publication’s list- 
ing of dollar totals for all media 
by national advertisers in 1955. 
He noted that, as of the final 
quarter of 1955, spot tv was a 
measured medium, and he re- 
ported to MAB Briefs that for 
the first nine months of 1956 
spot totaled $289,656,000, while 
network tv added up to $353,- 
961,000 for a combined total of 
$643,617,000, as compared with 
magazine outlays for the same 
period of $518,600,000. 





125 people who staff its single Chi- 
cago office. Under Mr. Ludgin’s chair- 
manship, they are headed by Mr. Bliss 
as president. He joined the agency in 
1932. 

“If there is a division between our 
functions,” the quiet, but firmly speak- 
ing Mr. Bliss observes, “it’s that Earle 
is responsible for the creative work, 
while I take charge of account serv- 
ices and operation. 
other 
agencies,” president Bliss continues. 


“Most agencies start from 
“We started when we were young men 
and built our business through all the 
stages of a young man’s development.” 
An important sidelight of growth from 
“seedling” to “substantial business,” 
he feels, is that “we started with some- 
thing that wasn’t much of anything— 
and built on it.” 

These two men are reinforced by 
John H. Willmarth, an art director 
who left his own studio to join Mr. 
Ludgin at the start. Today, Mr. Will- 
marth 
vice president. Edward Ernstein, sec- 


is, as noted above, executive 


retary and production manager today, 
was also among the agency’s six orig- 
inal partners. 

As the agency grew, the staff was 
added to, Mr. Bliss continues, “with 
great care.” In those early days, the 
principals once paid even more than 
they were getting themselves in order 
to hire a top man for an important 
post. The young company began to 
emerge from what Mr. Bliss, an ama- 
teur naturalist, might call its chrysalis 
stage in 1940. Since then, it has grown 
steadily and mightily. 


Three-Man Management 


Agency management lies in the 
hands of a three-man executive com- 
mittee—chairman Ludgin, president 
Bliss and executive vice president Will- 
marth. But the agency also has an- 
other, untitled management group that 
participates actively in important, 
overall decisions. This group, which 
approximates the board of directors 
but is not the same, is made up of 
employes, those who have been given 
stock options and who are slated to 
become the agency’s eventual owners. 

“We deliberately 


group to work with us,” the agency 


selected a_ top 


president explains. “We did a con- 
scious job of selecting, encourag- 
ing and nourishing these people with 
the idea that they would eventually- 
or, in an emergency, immediately— 
take over the business.” This program 
is the result of a very sound decision. 
As Mr. Bliss phrases it: “Our opinion 
was that we'd never grow as an agency 
unless we let people grow with us.” 
Account management lies with a re- 
volving plans board in which agency 
principals are the primary advisers. 
Unusual responsibility is also given 
to account supervisors. They are, Mr. 
Bliss points out, “Very, very strong 
men capable of handling every facet 
of the business.” 
Departmental organization, devel- 
oped gradually as the agency ex- 
panded, has resulted in two separate 
media departments, one for print, the 
other for broadcast. “It just worked 
best that way,” 
When one account is active in both, 


Mr. Bliss explains. 


his campaign is coordinated, in the 
main, at the account-management level. 
that campaign 
strategy is laid and approved by the 


In practice, means 


plans board, while the vice president 








who supervises the account is in di- 
rect charge of putting the campaign 
into effect. And it is with him that 
space media director Raymond A. 
Phelps and tv-radio director Jane Daly 
synchronize their departments’ efforts. 

A look at the backgrounds of Earle 
Ludgin executives points up three im- 
portant things. Just about all of them, 
except creative workers, have come 
from businesses other than advertising 
agencies. Further, they have come 
from companies that are large and 
important. Meaningfully, the execu- 
tives’ backgrounds also represent a 
variety of fields. 

For example, Ralph Whiting, vice 
president and account supervisor for 
Helene Curtis, joined the agency a few 
years ago after having served as ad- 
vertising manager at Armour & Co. 
While there, he engineered the highly 
successful introduction of Dial soap. 

George Rink is another account 
supervisor, vice president and mem- 
ber of the agency's management group. 
Before joining Earle Ludgin & Co., he 
had written up an especially notable 
record in space sales for The American 
Home. 

Another account supervisor, Fred 
Kline, joined the agency only recently. 
Earlier, he had been in charge of new 
products for Toni. 

J. E. “Ed” Chapman, also a vice 
president, previously was assistant ad- 
vertising manager at Chicago’s Carson 
Pirie Scott & Co. 

William S. Robinson, director of the 
agency's strong research department 
for the past several years, had earlier 
been both at Swift & Co. and Foote, 
Cone & Belding. 


Jack Baxter, vice president and 
creative director, as mentioned, is the 
inventive genius behind many of the 
agency's tv commercials. He has been 
with the agency for about five years, 
had earlier served with BBDO, New 
York, been executive vice president 
with Robert W. Orr Associates and 
creative director for Leo Burnett. 

Most recent addition to the staff is 
Stuart Britt, named to the new post 
of administrative vice president. For- 
merly with Needham, Louis & Brorby, 
he had formerly been executive assist- 
ant to president Marion Harper Jr. at 
McCann-Erickson. 

Still others on the Earle Ludgin 
staff have joined from Kraft Foods, 


This Week, Lucien Lelong and Fam- 
ily Circle, to name a few. 

Finally, some important positions, 
including the vice presidency of radio 
and television, are held by what Mr. 
Bliss describes as “an extraordinary 
group of women.” Like men, they are 
assigned and promoted on the basis 
of performance. One has risen to be- 
come assistant secretary of the agency. 
Several, including three top-notch 
copywriters, are in creative work. One 
is a research executive, another an ac- 
count executive. And, as noted, one 


heads the broadcast department. 


Started as Secretary 


Jane Daly, vice president of the 
agency and director of radio and tele- 
vision, started with Earle Ludgin & 
Co. as a secretary, her first job after 
college. She moved into timebuying. 
got a thorough background in radio 
and was ready for still further spe- 
cialization with the advent of televi- 
sion. Now married, a company officer 
and deemed one of the most capable 
people on the staff, she not only carries 
a heavy load in her home office, but, 
like Messrs. Ludgin and Bliss, has in- 
vested many hours in behalf of AAAA. 
Yet, to Miss Daly, the executive, the 
fact that she is a woman is “accidental 
and coincidental.” 


Her right-hand Ruth 


Babick, is the agency’s head timebuyer 


assistant, 


and, like her boss, started with the 
agency in a clerical capacity. 
Timebuyers, Miss Daly feels, might 
have a more descriptive title. Their 
work in the Earle Ludgin agency has 
gone beyond making time purchases 


“ 


only, has become “an individualized 
kind of concern” for the client’s broad- 
cast campaigns. The result is that her 
four timebuyers are often in direct, 
advisory contact with the client. Miss 
Daly suggests that “broadcast special- 
ist,” if more cumbersome, might also 
be a more apt title. 

Since the agency has two separate 
media departments, Miss Daly’s broad- 
cast department includes its own divi- 
sions for media, programming, re- 
search and production. The latter wing 
includes two ace tv producers, their 
staffs and the enlisted services of New 
York and Hollywood production units. 

What of the future for this agency 
and its estimated tv billing of $7 mil- 


lion a year? Well, for one thing, Mr. 
Ludgin suggests that while they will 
continue to use “devices of entertain- 
ment,” his agency “intends to interest 
—not entertain. We sell merchandise 
—that’s our business. Entertainment is 
second. It’s a vehicle, that’s all.” 

Yet he believes there is much ex- 
ploration to be done, too. While ty 
has used a variety of formats, it has 
not, he suggests, found the still greater 
variety that will produce even better 
sales results. For instance, he notes 
that, while tv has developed many good 
comedy shows, it must now press 
further to develop more of its own 
comedians. 

He also feels that Sunday television 
has not yet “been properly merchan- 
dised, exploited or cast.” He looks at 
it as largely undeveloped, both from 
a sales and a programming point of 
view. 

And his agency is working on both 
these frontiers with its purchase of 
Washington Square on Sunday after- 
noons, a step that was prepared by the 
great success of the Sunday-night 
What's My Line? Mr. Ludgin’s sales 
concept with Washington Square is to 
provide a nighttime-quality show for 
the daytime audience. And he wants 
to draw the full family into his audi- 
ence, not with esoteric or academic 
programming, but with good Broad- 
way entertainment. “If you give people 
what they really want,” he believes, 
“they'll turn out in numbers.” 

And, if past performance is any 
criterion, Earle Ludgin & Co. will 
reach this goal in trigger-time, one 
reason its performance as an agency 
is so carefully watched and respected. 
For, with this agency, the point be- 
hind breaking old patterns is to lead 
the way to new. 

William J. Scripps Assoc. 

Telec ication Consultants 


1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 
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Business (Continued from page 39) 


“The shakedown in the television- 
appliance industry,” says Ross D. 
Siragusa, president of Admiral Corp., 
“has resulted in over a score of com- 
panies merging or halting production. 

“This can mean only one thing for 
the years ahead—more business and 
greater profits for the sound, well- 
financed companies that have survived 
the tremendous competitive pressures 
in 1956.” 

He predicts that the set output may 
reach a record nine million in 1957, 
with nearly half of them portable 
models. Color tv should continue to 
grow steadily, says the Admiral pres- 
ident, with sales estimated at nearly 
500,000 units. 

Dr. W. R. G. Baker, president of 
the Radio-Electronics-Television Man- 
ufacturers Association, says the in- 
dustry grew by 15 per cent in 1956. 
And he predicts that 1957 will bring 
an added ten-per-cent growth. 


$5.9 Billion 


In terms of production and sales, 
he sees the industry approaching $5.9 
billion when 1956 totals are in. While 
receiver production leveled off, 
RETMA’s marketing data department 
counted more than seven million sales, 
making 1956 one of the top four years 
in set production. 

Portable sales accounted for 22 per 
cent of the total, reports RETMA. And 
there was “reasonable” color-set ac- 
ceptance because of reduced set prices 
and improved technical quality. 

TV AGE estimates there are now 175,- 
000 color sets in circulation. RETMA 
estimates sale of several hundred thou- 
sand tint sets in the coming year. 

“Strong competition in the con- 
sumer goods and electronic compo- 
nents fields has been responsible for a 
trend toward consolidation in these 
areas,” says Dr. Baker. “This has left 
the industry with fewer companies, but 
the ultimate effect has been a general 
industry-wide stabilization.” 

But of increasing concern to adver- 
tisers and agencies is what is appear- 
ing on the nation’s new and old video 
screens. With the folding of such 
touted entries as Stanley, the Walter 
Winchell Show, Can Do, High Finance 
and the Herb Shriner Show, plus a 
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generally unspectacular fall line-up, 
the pull and haul for show supervision 
has intensified. 

As it stands, and as the networks 
report it, they still control, or are re- 
sponsible for, the balance of program- 
ming. Former network head Sylvester 
(Pat) Weaver, an outspoken and ac- 
tive supporter of program control by 
the broadcaster, left traces of his re- 
gime at NBC. With a large assist from 
his Today-Home-T onight line-up, the 
network is in control of more than 40 
hours of its air time a week. CBS is 
responsible for more than 30 of its 
program hours while still carrying 
more than a score of packaged shows. 
ABC, with the fewest hours of net time 
and a flock of participating sponsors, 
is in control of more than 25 hours. 

Independent producers are cranking 
out close to 40 hours of network 
shows. Agencies are in control of, or 
in a few cases producing, some 35 
hours on the chains. 

In the breakdown on shows, the net- 
works control more than 90, packagers 
around 50 and agencies about 35. 

As for quality, on close inspection 
it is quite difficult to tell anybody’s 
show from anybody else’s. Some might 
say the networks excel, what with some 
fine public-service and sustaining of- 
ferings (most notable in the wee view- 
ing hours). The variety of shows han- 
dled by outside production is unlim- 
ited. Agencies are responsible for such 
afternoon glycerine as Valiant Lady, 
Love of Life, Brighter Day, The Secret 
Storm and so on. They also supervise 
the U. S. Steel Hour, Armstrong 
Circle Theatre, G. E. Theatre and 
Medical Horizons. 

But quality, prestige and audience 
pull are not all the current considera- 
tions. Agencies are taking a closer look 
ai cucts. An example is Young & Rubi- 
cam’s piict production of a potential 
Rob Roy series in England, which 
hasn’t been seen outside the agency, 
and which is the biggest secret from 
the British Isles since plans for D-Day. 
And a spokesman at the Ted Bates 
agency hints that an attempt at show 
production may get under way there 
this year. Show production is being 
discussed, but nothing definite has yet 
been scheduled, he says. 

The vice president in charge. of 
broadcasting .at tv-active Cunningham 


& Walsh, Ed H. Mahoney (who also 


spent seven years at the veteran show 
producing agency, Benton & Bowles), 
takes a probing look at costs and other 
considerations: “When the client and 
agency have a specific audience in 
mind (children, sportsmen, etc.) , it is 
sometimes easeier, cheaper and more 
practical for the agency to conceive, 
direct and produce the finished show 
than to go through either networks or 
outside packagers. 

“Such questions as the proper air 
time and the number of outlets are, 
of course, extremely important pre- 
requisites. But, considering that a 
client has the air time, the agency is in 
a good position to plan and direct 
the show from begnning to end. 

“Frequently the use of outside 
specialists—a Josh Logan or a Leland 
Hayward, for example—can be uti- 
lized. Agency control gives the flexi- 
bility of bringing in the correct direc- 
tor, choreographer, set designer, 
producer or any other specific person 
who has proved his abilities and who 
might be too expensive for an agency 
to employ on a full-time basis. By deal- 
ing directly with these men and utiliz- 
ing agency staff personnel in produc- 
tion, the agency can effect a consider- 
able saving for the client as well as a 
directness of purpose.” 


As regards the folding of a number 
of major network shows, Mr. Mahoney 
says, “There are many reasons why 
this has happened; overenthusiasm on 
the part of the network, careless or 
last-minute production planning, ex- 
traordinarily high talent payment con- 
tracts and the lack of thorough script 
screening and evaluation. As_ the 
agency works very closely with the 
advertiser and his requirements, agency 
production can frequently effect sim- 
plicity where the network has supplied 
confusion.” 

But, he says, this does not mean to 
imply that network programming or 
show production should be arbitrarily 
criticized in favor of agency work. 
“There are many things to be said on 
the opposite side, such as the basic 
fact that the agency is not in show 
business—but, rather, in the advertis- 
ing business—and the network is in 
show business and not advertising. 
Frequently it comes down to whether 
the specific men in control at an agency 
and its client have an understanding 
and awareness of the innumerable pro- 











duction problems involving big time 
television shows. In some agencies, the Revenue from time sales ($ millions) 

last 10 years have bred skilled writers, (Does not include talent or production cost) 
producers and directors who are as ane “al os we? 
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gramming at controlled cost should be 
our goal.” 


Stanton Answers 


At the same time, CBS president 
Frank Stanton, answering charges 
made by an advertiser ousted from a 
time period, declared, “I must insist 
that the obligation and responsibility 
for programming are ours.” 

Another agency president—head of 
one of the top 25 shops in tv billings 
—differs with Mr. Duffy and sides 
with the networks. Says he: “Agencies 
will ultimately be moving out of show 
business rather than into it. Partici- 
pations and the magazine concept are 
very important to the smaller-budget 
advertisers, and when you run your 
finger down the list of the top 200 
advertisers you run out of multi-mil- 
lionaires fast.” 

But the consensus of agency opinion 
coincides with the Duffy declaration. 
An account man with another top tv 
agency predicts a swing to spot: “A 
lot of advertisers are getting their 
fingers burned in network. Most net- 
work is a sort of national spot, what 
with the number and variety of com- 
mercials they're dropping into shows. 


There’s_ relatively little _ identity. 
There’s going to be increasing use of 
spot.” 


Says another agency man who thinks 
there may well be a heavier concen- 
tration on spot this year: “Spot tele- 
vision does allow flexibility with re- 
gard to product distribution and heavy 
sales areas. It also offers the decided 
advantage of the short term commit- 
ment which is even more important at 
this time when major feature films are 
making inroads into nighttime audi- 








ences and network plans are changing 
almost daily. An advertiser with a 
large spot appropriation can have 
strong audience penetration and still 
be able to move rapidly as new forms 
of effective television come on the 
scene.” 


Levelling Off 


Perhaps a leveling-off and conse- 
quent discontent were inevitable in tv’s 
fast-paced growth. The networks, par- 
ticularly NBC and CBS, are, of course, 
straining talent right now to come up 
with some notable properties to fill out 
the rest of the ’56-57 season and stave 
off infringements on program control. 

ABC, on the other hand, is getting 
set for great expansion. In a year-end 
statement, Oliver Treyz, a vice presi- 
dent and new head of the tv network, 
cites recent developments: a loan of 
$60 million by parent company Amer- 
ican Broadcasting-Paramount Theatres 
to finance additional facilities and pro- 
duction ($37 million went to pay off 
old debts) ; a three-year contract with 
Frank Sinatra for exclusive ABC ap- 
pearances (when other network oppor- 
tunities were available to him), and 
development of plans and personnel 
for more live programming and film 
production. 

The clearance problem, always a 
major one with ABC and a complex 
one in all network operations, may be 
eased some by Federal Communica- 
tions Commission action. In another 
year-end statement, FCC chairman 
George C. McConnaughey says: “In 


order to make uhf transmission more 


compatible with that of vhf, the Com- 
mission has initiated an immediate re- 
search and developmental program to 
increase the coverage of uhf stations, 
is acting on proposals to eliminate 
local vhf channels in uhf areas and, 
at the same time, assign more vhf out- 
lets to other localities.” 

The chairman reports that there are 
now 631 stations (426 v’s and 205 
u’s) authorized. Of the number, 472 
commercial stations are on the air, 382 
vs and 90 u’s. In addition, 38 uhf 
stations which went off the air still 
hold operating authorizations. Con- 
struction permits number 121 (77 u’s 
and 44 vy’s). 

And television, moving into 1957, 
has nearly total national coverage. 
More than 90 per cent of the popula- 
tion is now within range of at least 
one tv station, says the FCC report. 
More than 75 per cent can receive two 
or more stations, and 60 per cent can 
get three or more. 








LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St.. New York City 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 
8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 











January 14, 1957, Television Age 


79 








Looking for Tv 


Success Stories? 


Then look no longer. The TELEVISION AGE series of Product Group 
Success Stories takes up each field of business separately, goes into 
its problems and strong points, then outlines in detail the many ways 
firms in each field have met their problems through television adver- 


tising. 


Each article includes dozens of actual television success stories. 
These tried and tested formats will help you show hard-to-sell 
prospects how they can use tv to build their sales. 


Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 
fill out the coupon. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of copies Number of copies 
Bakeries & Bakery Products —— Soft Drink Distributors ——_— 
Dairies & Dairy Products —— Travel, Hotels & Resorts ~- 
Banks & Savings Institutions ——— Sporting Goods & Toys —_ 
Dry Cleaners & Laundries —— Drugs & Remedies ae 
Groceries & Supermarkets —— Gasoline & Oil ———- 


Furniture & Home Furnishings 





Shoe Stores & Manufacturers ~ = 


Home Building & Real Estate -——— Farm Implements & Machinery ——— 





Jewelry Stores & Manufacturers Electric Power Companies ——— 
Nurseries, Seed & Feed —— Gas Companies —. 


Hardware & Building Supplies 





Telephone Companies —— 


Name 





Position 





Company 
Address 








City. Zone State 








(—0 I enclose payment (— Bill me 





== oe: me ee 
ee ee ee SE SS Se a 
A A ST 








Wall St (Continued from page 73) 


some information may be developed 
on the affairs of Consolidated Tv and 
the negotiations that preceded the 
never-to-be-completed sale. Such in- 
formation would be only of academic 
issue if the proposed sale to Time 
Inc. is consummated. There’s still a 
question in the minds of many inves- 
tors on the way Consolidated’s affairs 
had been handled. The company’s 
securities were offered barely two 
years ago to the investing public as 
a good investment. It was offered to 
the public at $12.63 per share, and 
while the investors have not suffered 
any loss, the future of the company 
was apparently handicapped by some 
factor that prevented its growth and 
prosperity as a self-sufficient unit in 
the tv industry. 





News (Continued from page 35) 


vania, Utah, Wisconsin, Wyoming and 
the District of Columbia. 

The shift of families to the suburbs 
has not been followed by the city 
papers, according to TvB. It states 
that in the top ten markets 39 per cent 
of the people live in the suburbs. Yet 
only 29 per cent circulation of the 
leading dailies goes to the suburbs. 


Fewer Newspapers 


The total number of newspapers has 
been declining. Since 1940, the num- 
ber of morning dailies has dropped 
17 per cent; since 1950, that drop has 
been 2 per cent. The cost-per-thousand 
of newspaper circulation averages 
$4.10, the study shows. This ranges 
from $2.52 in the largest cities (250,- 
000-and-over population) to $13.47 in 
the smallest cities (5,000 to 10,000). 
“Numbers About Newspapers” lists the 
average cost-per-thousand in each 
state. In addition, it provides changes 
in newspaper coverage as a result of 
families increasing faster than circu- 
lation. 
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In the picture 


Herbert L. Golden, in charge of the amusement-industries group at Bankers Trust Co., 
New York, has been appointed vice president. With the bank since 1952, Mr. Golden was 
formerly motion-picture editor of Variety. He was 14 years with the show-business publica- 
tion. In 1954 he was elected an assistant vice president at Bankers Trust. He has been an 
important figure in financial transactions involving motion-picture and television properties. 
During World War II, he served as a lieutenant in the United States Navy for three years. 
For one year he was a member of the film staff of the Federal government. From 1933 
through 1938 he was a newspaper reporter for the Philadelphia Record. He has a degree in 
journalism from Temple University. Besides handling the financial deals in film packages for 
television, Mr. Golden was a key figure in backing of Hecht-Lancaster. 





Henry O. Pattison Jr., has been appointed vice chairman of the board of directors at 
Benton & Bowles. A senior vice president of the agency, Mr. Pattison heads the creative arm 
of B&B and is also a member of the plans board. He graduated from Massachusetts Institute 
of Technology with a degree in aeronautical engineering. After graduation he joined the tech- 
nical staff of McGraw-Hill’s Aviation Age. He left in 1929 to become editor of the house 
publications of the Doughnut Corp. At the same time, he was assisting Eric Hodgings, who 
was then promotion director of Redbook, in preparation of advertising and promotion mate- 
rials (Mr. Hodgings later authored Mr. Blandings Builds His Dream House). When he left 
the Doughnut Corp., Mr. Pattison until 1932 ran a one-man ad agency. He quit to join J. 
Walter Thompson Co. as a copy writer. He became copy group head on 16 accounts. 





Pd 


The National Broadcasting Co. has announced the appointment of George A. Heinemann 
as director of program planning and development for the NBC-Owned Stations and NBC 
Spot Sales. For the present he will continue also to serve as program manager of WRCA-TV, 
the New York flagship. He has been in that position since Sept. 1, 1956. Mr. Heinemann 
began his career in broadcasting in 1936 when he joined NBC Chicago as a part-time page 
boy. After graduation from Northwestern University in 1940, he joined the Columbia Broad- 
casting System as a special-events editor. After service in World War II, he became opera- 
tions manager for NBC Chicago in 1948. He was appointed program manager of WNBQ, the 
NBC-owned television station in Chicago, in 1951. In 1953 he was promoted to director of 
programming for WMAQ and WNBQ. 





To provide a complete Pacific Coast service on a local as well as a national basis, Compton 
Advertising has appointed Thomas R. Santacroce, vice president in charge of west-coast 
operations. For the last two-and-a-half years Mr. Santacroce has been vice president and gen- 
eral sales manager of the Ruppert Brewery in New York. Waldo H. Hunt, vice president 
and manager of the Los Angeles office, and Norman E. Mork, vice president and manager of 
the San Francisco office, will continue in the same capacity. Mr. Santacroce will make his 
home and headquarters in San Francisco. His broad background with agencies and adver- 
tisers include six years with the Biow Co. as vice president in charge of merchandising, 
two years with Dancer-Fitzgerald-Sample as merchandising director and 22 years with Lever 
Bros. He was drug field manager for the latter company when he left. 





Geyer Advertising, Inc., New York, has announced the appointment of Edward J. Cor- 
bett Jr., as creative director in the agency’s one branch office at Detroit, Mich. He will be 
in charge of all television copy and all space copy, along with both print and broadcast 
art work in the Detroit office. Mr. Corbett has been with the Geyer agency for ten years. 
In 1953, he was elected a vice president by the agency’s board of directors. Before he joined 
Geyer, Mr. Corbett had been with three other advertising agencies, Maxon, Inc., N. W. Ayer 
& Son, Inc., and the Campbell-Ewald Co. as a copywriter. He was with the Detroit office of 
all three agencies. Before his extensive career in advertising, he had been for several years 
in the sales-management field. His life in the motor city goes back beyond sales and advertis- 
ing. He’s a graduate of the University of Detroit. 
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The only single-volume 
guide to ALL Aspects of 
Mass Communication 


a “Must” for all interested in TV. 


“Something we have long needed and that 
no one has done quite so well before.” 


—CHARLES SIEPMANN, New York Times 
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By ERIK BARNOUW 


Associate Professor of Dramatic Arts, 
in charge of courses in television, radio 
and motion pictures at Columbia Uni- 
versity and Editor, Center for Mass Com- 
munication, Columbia University Press. 


Ilustrated with Drawings and 
Diagrams 


Here, in ready reference form, is a truly fasci- 
nating history of the communications revolu- 
tion m this country. In clear, concise, au- 
thoritative manner, Professor Barnouw 
discusses all important phases of each medium 
—from what makes a successful story, film, 
program or advertisement, to the TV spon- 
sor’s current role as leader, oracle and patron 
of the arts. Each of the four main sections of 
this well-organized book—history, psychology, 
media and sponsors—has its own bibliography. 
Of special interest to people in television are 
the stimulating chapters on the differences in 
cost (and techniques) between live and filmed 
TV programs; the effect of shared sponsorship 
on the producer; the search for a more 
dramatic approach to educational TV; the 
cost problem. 

Numerous case-histories of successful mass 
communication, including Federal efforts, and 
basic theories of communication strategy ap- 
plicable to all media, round out this extremely 
valuable work by an acknowledged authority. 
280 pages. Index. 

Whether student, teacher, or active participant 
in this highly important field, you will find 
Mass COMMUNICATION a gold-mine of infor- 
mation and ideas for years to come. Make sure 
pad your copy now. Mail the coupon below 
today: 


MONEY-BACK GUARANTEE 


RINEHART & CO., Dept. T 
232 Madison Ave., New York 16, N.Y. 
.copies of Mass Com- 


Erik Barnouw @ $4.50 a copy. 
If at the end of 10 days I am in any way 
a 





dissatisfied, I may return the book(s) for 
full refund. 

NAME 
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A few issues back we told about a 
station which gets its set count by 
having teams of Boy Scouts count the 
visible antennas in the area. This has 
obviously rubbed a lot of sticks to- 
gether, because many of our Trust- 
worthy, Loyal and Friendly readers 
have been firing in packs of other 
Scout stories. 

One such we think is definitely 
Eagle class. It concerns a Boy Scout 
who was being interviewed on a local 
tv show somewhere in the east. He was 
asked if he had done his daily good 
deed. He had, he replied, and ex- 





plained that on his way to the studio 
he and three other Scouts had, as they 
did every day, helped a little old lady 
across the street. 

Does it take four Scouts to help 
little old ladies across streets, the ques- 
tioner wanted to know? “Yes,” came 
the alert answer. “Sometimes they 
don’t want to go.” 

* * * 

Tight-money tidbit: At last year’s 
end came a press morsel from BBDO 
that began: “For the first time in the 
history of high finance, hot food or 
holiday fun, soup is being served in a 
bank. The Manhattan Savings Bank, 
385 Madison Avenue, is offering hot 
buttered tomato soup every Friday 
evening until Christmas as part of its 
Yuletide program. This offbeat soup 
setting was hit upon by Campbell 
Soup Co. in its current promotion to 
demonstrate to the American public 
‘new ways, new times and new places 
for soup in the daily diet.’” 

With all due respect to the Manhat- 


tan Savings, Campbell Soup and 
BBDO, there’s nothing new in this 
fusion, as far as we're concerned. 
We've always been in the soup at our 


bank. 


* * * 


Young life in this television age: 
When a father we know asks his pre- 


.school kid how much are two and two, 


the small one replies, “Channel four.” 

Then there’s another father who was 
having trouble one night persuading 
his tyke to get ready for bed. The 
child wanted to keep on watching tele- 
vision. 

“You know what my father would 
have said if I had begged to stay up 
and watch television?” this parent 


asked. ‘ 


“Sure,” the kid answered. “He 
would have said, what’s television!” 


* * * 


A fate worse than death: A press 
release from WMBR-TV Jacksonville 
tells us: “Claude Taylor, wMsBR-Tv 
newsman, was recently credited with 
thwarting the would-be suicide of a 
17-year-old girl who was preparing to 
leap into the St. Johns River from 
Jacksonville’s Main Street Bridge. 
When newsman Taylor suddenly ar- 
rived on the scene with his camera 
equipment, the girl was startled and 
drew back. Spectators were able to 
detain her until the police arrived.” 


~ * * 


“For about two-and-a-half years, 
we've been trying to negotiate a bas- 
ketball contest between the Blair Hot- 
shots and a team composed of agency 
people,” says an inter-office memo 
sent to all Blair-TV personnel and 
signed by Jack “Sweetwater” Fritz, 
coach. 


The coach then proudly announces 
that he has consummated a deal with 
James Ducey of Cunningham & Walsh, 
and the game is to go on the night of 
Jan. 16. Sweetwater suggests that all 
players secure their own sneakers and 
other equipment. 

By other equipment, we assume the 
coach means to include liniment— 
both for external and internal use. 








Why KPRC-TV Has Houston’s war gest News Sta f f 


Lo 
Houston people possess an unsurpassed thirst for news. KPRC V 
To meet this demand, KPRC-TV has built Houston’s only 


complete TV news service. National and regional news HOUSTON 
rolls in over five AP wires. A live-wire newsreel staff affords CHANNEL 
fast, first-hand blanket coverage of local events, backstopped 

by on-the-spot reporters who edit all news for Houston appeal. 


No wonder Houstonians look to KPRC-TV first for news. 


JACK HARRIS, Vice President and General Manager 


JACK McGREW, National Sales Manager 


Nationally Represented by 
EDWARD PETRY & CO. 
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